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EAGLE F}VER-HANDY RED TOPS 
These famous self-service assortments, “Ever-Handy” Kromite 
Wood Screws . . . “Ever-Handy” Brass Wood Screws... 
“Ever-Handy” Stove Bolts . . . “Ever-Handy” Sheet Metal 

and Machine Screws are piling up fastener profits 

wherever they are displayed. 


EAGLE INSTALL IT-YOURSELF” 
NIGHT LATCH WITH DISPLAY PACKAGE 


Sleek, ultra-modern night latch line is designed 
to help you tap the unlimited sales in 
today’s do-it-yourself-market. 


y PVA" ea SN HP 


Eye-catching, 4-color swinging all metal dite only 13” long and 7” wide. 
Takes only one running inch of wall space. FREE . . . with initial order of 18 padlocks — 
3 each of 6 best sellers. Padlocks are fully displayed from all angles. 


Keep Eagle Sales Coming Your Way 


hf | es aA ae — 


ORDER TODAY FROM YOUR JOBBER OR WRITE DIRECT TO 


The EAGLE LOCK COMPANY 


Subsidiary of Bowser, Inc. 


TERRYVILLE, CONNECTICUT 











SS 


=a® (7 
—_—1 4 
& 


; 
| 


} 
53 
(Lae 


i 






be sure to specify 


- First orders may come easy today, but C a ad i Fe A t 


top quality merchandise is the answer to 


steady, repeat business. Therein lies the suc- precis ion-made 


cess story of Central Packaged Fasteners! 


First, the neat, attractive, colorful Central Bp A C me A G B D 


package captures the attention of customers 
and gets the initial order. Once used, Cen- F A s T & re —E ie 5 


tral’s clean, sharp, burr-free, precision-made 













fasteners prove their easy driving and pow- @ WOOD SCREWS ® STOVE BOLTS 
erful holding qualities to generate steady, ® TAPPING SCREWS @ DRIVE SCREWS 
active, repeat trade. Central’s color coded © MACHINE SCREWS © SEMS SCREWS 


labels speed sales showing type, size and 


head styles at a glance. Specify Central ® WING NUTS AND CAP NUTS © THUMB SCREWS 


sales, win and re-win customers. ® HEXAGON AND SQUARE NUTS @ WASHERS 
SERVING INDUSTRY MORE THAN 490 YEAR 


KEENE, N.H. gg 


ra 


CHICAGO, ILL 







Los er 
i 






‘You Can Depend on Central’’ 


CENTRAL CENTRAL SCREW COMPANY 





SOMBRE 3501 SHIELDS AVE., CHICAGO 9, ILLINOIS 
: 3028 £. ELEVENTH ST. LOS ANGELES 23,CALIF. © 149 EMERALD ST., KEENE, N.H 
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This ingenious time-and-money saver permits 
adjusting the strike to eliminate door rattling and 
compensate for misalignment or warpage. All this 
1 fy is accomplished without cutting a new mortise. A 
built-in locking device holds strike firmly after 


; adjustment. ) 








YOU CAN SELL 
4 THIS FEATURE Finger- 
It saves valuable time for skilled Tip 
hands, eliminates expensive call backs, 


provides lasting extra convenience, A djus tm en t 








OLTS and is furnished with all Kwikset “600” 
ae line locksets. LOOSEN SCREW. 
REWS *PAT. APPL. FOR ADIUST UP. 
eee TIGHTEN SCREW. 
D HEADS 
s The Only Lock with All these Features 
¢ Six pin tumbler security ¢ Feather-touch knob action 
* Two-way locking action + Equi-distant knob projection 
« All steel and brass construction * Elimination of cylinder reversing 


* Full 4" latch bolt throw * Unconditional guarantee 


600° Ky 7 . 7 








KWIKSET SALES AND SERVICE COMPANY * ANAHEIM, CALIFORNIA 
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J. R. Keagy 


to make your selling of Nicholson tia. 


Frederick E 


or Black Diamond files easy, profitable George H. 
and in maximum volume — 


Neil R. Rec 
Albert J. M 
Nicholson and Black Diamond files have been in the lin 
public eye — and mind — and hands — for generations. cies 
That's because Nicholson manufacture has never let Oe teres 
quality wane and Nicholson advertising has never let a. © 


ot a= 
Year after year Nicholson advertising has been ap- oe 
pearing in leading general, farm, craftsmen, industrial, seston 10, t 


lumbering and other periodicals. No other file brands lbag 
are given so much advertising support in behalf of the -— 
hardware retailer. i E. R. Sandi 
; East 42r 

You do yourself a good turn when you make use meee 


of this salesmanship — in print. It helps tremendously Cleveland | 
to “keep ‘em filing and keep ‘em coming”—to your store. =| Wi!) Fee 


Telephone: 


LET YOUR WHOLESALER ASSIST YOU —. ; 


Wm. C. Sc 

in selecting the file types and sizes A Mic 
most suitable for your trading areo. — 

. Sen Francis 

R. J. Birch- 

see, NICHOLSON FILE COMPANY 300 Montgo 
sa.” 25 Acorn Street, Providence 1, Rhode Island Telephone: 


(In Canada: Nicholson File Company of Canada Ltd., Port Hope, Ontario) Los Angeles 


L. H. Jacks 
Telephone: 





Address 
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Chain and Attachments 
for countless needs... 


e Your own experience has shown 
you the vital importance of recom- 
mending exactly the right chain and 
attachments for each specific end use. 
AMERICAN makes all basic chain pat- 
terns so that you can offer your cus- 
tomers, from one manufacturing 
source, the best and most economical 
chain for every requirement. 

Whether you sell chain for general 
service, for heavy (or light) duty, for 
logging, or for some unusual applica- 
tion—you can count on AMERICAN 
CHAIN every time! Welded chain or 
weldless chain—you’ll find the same 
high quality in both. Also, a com- 


plete line of AMERICAN-made attach- 
ments for'any type or size of chain. 


Now isa good time for you to check 
your chain stock... reorder fast- 
selling items...order other items 
not currently stocked. In this way 
you can fill all the needs of all your 
customers. Your AMERICAN CHAIN 
distributor stocks many popular 
chains and attachments—and he can 
get any others for you. Or, write our 
York office. 


co 





Slip Hook 


American Chain Division 


Py, _ AMERICAN CHAIN & CABLE 








Grab Hook 
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Sling Hook Shackle 
Cotter Pins Repair Link 
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York,Pa., Chicago, Denver, Detroit, Houston, 
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Portland, Ore., San Francisco, Bridgeport, Conn. 














a just Among Oursel VES 


| Informal Editorial Comments 


By W. A. Phair 


,; 


Too busy to Worry... 


—— 
a 


The store had about a 40-ft front. It was clean and light. The merchandise 
was presented in an orderly, attractive fashion; every item was priced. A 
sprinkling of customers moved about the store. 


The store owner was arranging a special power tool display up front, with sev- 
eral models of working units, surrounded by all types of related items, including 
a rack of home workshop plans. 


“Are the discount houses bothering you?” 1 asked him. 
He handed me a wrench and pointed to a nut I should hold while he took up on 
the bolt from the other side of a plate. I repeated my question: “Are discount 


houses bothering you?” 


In between grunts as he took up on the bolt, he said, “Gosh, I’ve been so darn 
busy, I haven’t had a chance to worry about discount houses lately.” 


“Well,”’ I went on, as he indicated I should run up some nuts that would hold 
a perforated display board, “how are your sales?” 





“Doing better than last year ...so far... about 6 pct,” he said, as he moved 
a rack of aluminum forms closer to the tool display. 


“Well, then,” I persisted, “how about your margin, your net?” 


b Hook “The boy that handles my books tells me he figures we’re running about two 
points ahead of last year, but it’s too early to tell how we'll end up the year.” 


“Know how to run a band saw?” he asked. I nodded. Then, after 10 minutes of 
helping him cut out some shapes for the display, he said, “Let’s get a cup of 
coffee. I want to get your ideas on a couple of things.” 


uckle As we walked across the street to a lunch wagon, I was struck by the potent 
sermon that was summed up in his remark, “I’m too busy to worry about discount 
houses.” 


= Now, this dealer wasn’t unusual. He was like a thousand other dealers in all 

parts of this country. He had two discount houses in his trading area. Nearby 
was a mail order chain retail store. Two blocks away in the other direction was 
an auto supply store. He had competition; plenty. Yet he was ahead of sales and 
improving his net. How did he do it? 


tir Link 





For one thing, as I learned over our coffee cups, he doesn’t try to compete with 
discount sellers. He slowly closes out the lines that the discount houses push. He 
replaces these items with greater depth in other lines. He expanded some special- 
ties, such as fireplace equipment, outdoor furniture, giftware. He put in an attrac- 
tive paint corner. 
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Just Among Ourselves 


informal editorial commen; 


He joined a local credit program and, according to his own statement, pickeu 
up an extra $300 a month volume from this alone. He began to push rentals. He 
strengthened his hand tool lines and started a program of power tool demonstra- 
tions (where his credit program is especially helpful). 


Then he also made his advertising program more consistent. It isn’t larger, but 
it’s consistent, and emphasizes the lines he is specializing in. He uses promotional 
prices, but only to get the chance to sell up to a better and more profitable model. 


He moved his cash counter up near the front. Not to the front, but an island 
away from the door. He put up signs encouraging customers to serve themselves. 
He gives good space to all manufacturers’ displays of packaged small items. In 
spare time his salespeople put up nails in 1, 2 and 5 lb. packages, with the price 
marked on the package. He started a program of pricing every item before it is 
put out in a bin or shelf. He set specified times when he will see wholesalers’ sales- 
men, and in his buying he favors suppliers who will give him quick delivery on 
telephone orders. 





Sounds like an ambitious program, doesn’t it? But isn’t it simply a basic, intelli- 
gent approach to profitable management of a hardware store under today’s condi- 
tions? There is nothing complicated about what this dealer has done. He has 1 
simply directed all his efforts toward capitalizing on those activities that he and 
his store can do best. He has provided an attractive store, with complete stocks. for | 
He has made it possible for the customer to shop fast. On the other hand, if a 
customer needs personal service the store will give it. The basic lines that have 
always been the bread and butter of hardware stores have not been neglected. eee 
And in the background of these selling activities has been a steady effort to reduce 
selling costs and non-selling time. 


Perhaps if you were to undertake a program like this, you, too, would find your- 
self too busy to worry about the discount houses. 





Two points of agreement... 


Those who attended the annual convention of NRHA in San Francisco last 
month will agree with me on two points. One is that the convention sessions were 
interesting and instructive and, two, that West Coast hospitality is something to 
be long remembered. 


In this issue, beginning on page 43, is an extensive report of the proceedings 
on this convention. We especially recommend that you read the discussions on 
credit selling. You will find much common sense and many profitable ideas. 


The discussions at the NRHA convention lend added weight to the proposals 2 
previously made in the series of articles on instalment selling published in HARD- both 
WARE AGE, beginning in the issue of May 27, 1954, page 49. steel 


If you overlooked this series of articles, we highly recommend that you go back 
into those issues and study the ideas in those articles, along with the articles in 
this issue. 


As more dealers take an interest in instalment selling, there are bound to 
develop credit programs sponsored by outside interests that are not sound or safe. 


Before you join any credit card issuing group or program, make a careful 
investigation. Talk it over with your bank and with other local merchants. Dis- 
cuss it with other stores who have used the plan. But above all, don’t rush in; 
investigate first and save yourself many headaches. 
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T CYLINDER LOCK SET. Provides real security for com- 

bination doors. Locks by key in cylinder outside — or by 
slide button inside. Compact, easy to install, attractively de- 
signed. Available in polished brass or dull brass finish. Priced right 
for volume sales. Order by No. 3425LP, polished brass; or No 
3425LB, dull brass. 





2. TUBULAR LATCH SET. A best-seller for years. Latch 

bolt is operated by knob or lever; slide stop inside locks 
both knob and lever. For use on right or left hand doors. Backset 
1%”. No. 3426P in wrought brass, polished. No. 7426B wrought 
steel, dull brass finish. 
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Stock this complete line of ILCO combination 
door hardware. Locks, latches, closers . . . for 
wood or metal . . . engineered for efficiency and 
designed for deluxe appearance at moderate 
prices. No other line offers you and your cus- 
tomers so much value and proven performance. 








3 ILCO’SNEW #4415LA 

Lockset for metal com- 
bination doors...advanced design, 
exclusive features: ! backset 
(shortest on the market); full 
cylinder lock security; concealed 
attachment for outer knob has 
no screws or rivets, is held by 
internal key; fully reversible for 
right or left hand doors. (#4416A 
— Latch Set without cylinder.) 





4. RIM LATCH SET — 

Requires no mortising. 
Latch bolt is operated by knob 
or lever; slide stop inside locks 
both knob and lever. For use on 
right or left hand doors. Latch 
case is cast iron, trim is wrought 
steel; dull brass finish. Backset 

4”. No. 7446B. 


t 


1 


¢ 

. PUSH-PULL LATCH 

SET — This streamlined 
ows catch is a sure-fire sales 
ouilder — installs easily on doors 
as thin as /\” dia. - bore 
through door stile, only. Push 
lever from inside, or pull from 
outside to unlatch door. Slide 
button inside locks outside lever. 
Attached by machine screws. 
Brass lacquer finish. No. 9414B. 











6. COMBINATION DOOR CLOSER. Senior model No 
3001 medium grade closer offers excellent value at moder 
ate cost. Has protective cushion spring. Pearl gray finish. Reversi 
ble. Packed with complete instructions for installation. Also avail 
able: DeLuxe model with totally enclosed spring, No. 3002 


steaight line to satisfied customens...steadly profits 5 
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NEWS and VIEWS 


By Washington Bureau of 
HARDWARE AGE 


Store Improvement Incentive, 
Other Benefits, in New Tax Bill 


Hardware dealers and other businessmen will get 
a number of good breaks under provisions of the new 
tax bill which should further spur business into a 
solid upturn. 

The new depreciation provision—usually thought of 
as a boon to manufacturers—will be just as big an 
aid to dealers. Here’s what to expect when President 
Eisenhower signs the measure: 

(1) Hardware dealers will be permitted a tax de- 
duction of two-thirds of the cost of an asset during 
the first half of its tax life, making it easier to mod- 
ernize stores and replace equipment. 

(2) The same incentive should encourage other 
businesses to “fix up,” strengthening the hardware 
market even further. 

Other provisions of the bill which should help deal- 
ers are: More earnings may be retained for future 
buying without fear of tax penalties; small firms will 
be able to include “research” outlays as current ex- 
penditures and business losses may be used to offset 
income of two preceding years. 


OUTLOOK—Still other new rules which 
& will liberalize tar methods and increase ex- 


emptions for individuals would release more | 


money and enocurage consumer buying. 


Fair Trade For Washington 
Stands Better Chance in '55 


Backers of Fair Trade legislation for Washington 
are disappointed over the failure of Congress to act 
this session, but are not disheartened. Fair Trade 
made good progress in the Capital this year, which 
will make the campaign next January a lot easier. 

One of the cheering aspects of the recent drive is 
the quality, as well as the quantity, of support won 
this session. Some of the more influential leaders in 
Congress have offered to support the move next year, 
and at least one has offered to introduce a bill. 

An early start in a non-election year, backers say, 
which could mean success for the bill, which would 


10 


stop mail order discounters from using Washington as 
their headquarters. 

As they line up their forces again this year, one of 
the main stumbling blocks will be overcoming the 
continued opposition of the Justice Department and 
Federal Trade Commission. Beth agencies recently 
renewed their opposition to Federal Resale Price 
Maintenance. 


OUTLOOK—Continued failure of Congress 

to approve Fair Trade for the Capital could 

& mean that some manufacturers of nationally 
advertised merchandise will open their own 
retail stores in order to protect their good will. 


Ad Allowances to Bigger Stores 
Hit By Federal Trade Action 


Hardware dealers, large and small, are keeping an 
eye on the Federal Trade Commission’s case against 
non-proportionate advertising allowances—but for dif- 
ferent reasons. 

The FTC has complained that a floor coverings 
manufacturer is violating the law in granting differ- 
ent ad allowances and demonstrator funds to different 
stores. The practice of manufacturers, especially in 
housewares and power tools, has been to give bigger 
allowances to the bigger stores than to their smaller 
competitors. 

This practice, FTC said, has got to go. 

Flexible programs—based for instance on _ the 
amounts of orders—are all right, the agency ruled, as 
long as the same terms are available to all classes of 
stores. 

The same rule applies to discounts, credit and other 
phases of the relationship between manufacturer and 
dealer. 

But improvised, individually negotiated contracts 
are existing on borrowed time. 


OUTLOOK—Smaller retailers, and those 

outside large metropolitan centers, are apt to 

é get more ad money if the FTC makes its test 

decision stick. But large dealers, who have 

been benefitting by placing big orders, may 
find their allowances cut. 
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LATEST 


Copper Coffeemaker 

This new 10-cup size Coffeematic 
model in copper has been added to 
Universal’s line of coffeemakers. 


Has red-gold sheen to the copper 
body protected by lacquer coating 
and coating of tin on the inside for 
protection. 


flavor Other features 





are a flavor-selector which gives 
strength of coffee desired, a red 
light which glows when coffee is 
brewed and a non-drip spout. Lists 
at $32.50. Landers, Frary & Clark. 


For more data circle No. 1 on postcard, p. 107 


Decorator Cabinet Pulls 
New Decorator pulls for cabinet 
doors and drawers can be mounted 
on cabinets in various positions 
for unique effects. No. ED 419 
pulls are individually packaged 
with screws in clear-view window 
envelopes, 1 doz. in a 3-D display 
carton. Retails at 45¢ each in 
chrome finish; 50¢ each in brass. 
Deal No. 4190 offers a three-color 
display, 8x11 in., with two pulls 
mounted at angles. Several 
sketches illustrate different effects 
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INFORMATION ON NEW 








possible. Display is free with in- 
troductory stock of 2 doz. pulls in 
polished chromium finish and 1 doz. 
in polished brass finish. Dealer 
cost is $10.08; retail value includ- 
ing mounted pulls is $17.75. Ameri- 
can Cabinet Hardware Corp. 

For more data circle No. 2 on postcard, p. 107 


Power Tool Workshop 
New Duro Master power too! 
workshop has motor mount attach- 
ment which pérmits one motor to 
operate any number of full siz: 
tools with a changeover that takes 
Workshop is com- 


just ten seconds. 





posed of 8 in. tiiting arbor saw, 4% 
in. jointer, 15 in. jig saw, 14 in. 
drill press and a 27 in. gap lathe. 
Each unit has mounting device that 
permits motor changeover. Optional 
tools which can be added to work- 
shop or can be purchased in place 
of any of the basic units, include: 
10 in. band saw, 6 in. sander, 10 x 
31 in. lathe. and 5 and 6 in. joint- 
ers. Five workshop 
motor and stands, lists at $239.95 
Duro Metal Products Co. 


For more data circle No. 3 on postcard, p. 107 


tools, less 


Electric Plane 

Heavy-duty electric plane, Porta- 
Piane Model 126, has a cutter that 
25,000 rpm. 


wood at 


shears off 





Plane weighs 914 Ib and is 16 in. 
long. Bevel adjustment enables 
plane to cut any angle from 49 
to —15°. Deflector shoots shavings 
out of way and prevents clogging 
Maximum width of cut 
Plane has a 7 aMm- 
AC-DC 
Porter- 


of cutter. 
is 22 13/32 in. 
pere, 115 volt, universal 
motor. Retails at $95. 
Cable Machine Co. 


For more data circle No. 4 on postcard, P- 107 
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Want more information on thes 
products? Then use free post 
card on Page 107 


in hardware merchandise... 


' FOR THE HARDWARE DEALER 


Electric Cooker 


Added to line of electric house- 
wares, new Lectric Cook-All can be 
electric frying pan, 
roaster, oven, chafing dish, sauce 
pan, defroster or food warmer. 


used as an 


Thermostat enables setting between 
500° 


150° and heat. Removable 





aluminum insert pan is 9 in. sq. 
and 3 in. deep. Heavy-duty. wide- 
range expansion hinge insures a 
snug fit of cover and pan and per- 
mits raising lid vertically or open- 
ing it out flat. Cook-All weighs 
10 lb and is 12 in. sq., 6% in. 
high, closed. Included is 24-page 
recipe book. Arvin Industries. 

Por more data circle No. 5 on postcard, p. 107 


Circuit Tester 

Snapit Tri’a’lite circuit tester 
(illustrated) is for use in the home, 
farm and shop to test current car- 
tying wires and equipment. Has 
window through which 
tlw of neon lamp can be seen 
when tester is used. Operates on 
60 to 500 volts, AC or DC. Lists 
for approximately 50¢.  Snapit 
plastic wall plates have new mod- 


an open 
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ern raised design that eliminates 
dirt catching crevices. Now avail- 
able are jumbo size toggle switch 
plates that conceal wall 
holes or wall paper rips 
switch boxes. Also new are Color- 
Tone extension cord sets in gray, 
yellow, blue, pink and green. Cable 
Electric Products, Ine. 

For more data circle No. 6 on postcard, p. 107 


cracks, 
around 


Fisherman's Plier 

Proto 6 in. fisherman’s plier is 
designed to extract hooks from fish, 
attaching sinkers, fastening either 
wire or nylon leaders, making flies 





(Continued on page 104) 





TO HELP YOU 


SELL 





NEW DISPLAYS 
AND OTHER DEALER 
SALES. 4 eae 


Revolving Merchandiser 
Five and one-half ft, 3-paneled 
revolving floor 
six display surfaces to show Mall’s 
assortment of portable power tools, 
attachments and accessories. Panels 








merchandiser has 





are constructed of plywood and 
show more than 40 tools, attach- 
ments and accessories. Two litera- 
ture pockets are mounted on the 
base of display to aid in self-selling. 
Mall Tool Co. 


For more data circle No. 7 on postcard, p. 107 


Paint Remover Assortment 


Complete assortment of paint, 
wallpaper and rust removers is now 
available in one package. The 5- 
Star Assortment contains three 
sizes each of Klean Strip paint re- 
mover, Heavy Bodied paint re- 
mover, Easyoff wallpaper remover, 
(Continued on page 118) 
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HARDWARE 
$240 STORE 
SALES 


MAY 





1953 ™ 

MAY = 

1954 8° (Unadjusted) 
9 (in millions) 

APR. 

1954 $220 


Source: U. S. Dept. of Commerce 











Last-Half Expected 
To Produce Stable 
Trade for Retailers 
If business follows the pattern 
of recent months, the hardware 
trade and other consumer trades 
as well should finish the year at 
a satisfactory level. 
Conditions have de 
pretty much as they had been ex- 
pected to by most business ob- 
servers at the beginning of the 


veloped 


year. 

While 
been running slightly behind last 
vear, the first-half has been 
marked by relative stability. 

This has been attributed in a 
large measure to cautious buying 
attitudes on the part of the re- 
tailer and wholesaler as well as 
the ultimate consumer. 

Selling has been more competi- 


business generally has 


tive as was to be expected be- 
cause of the inventories. that 
started to accumulate with the 
business slowdown that set in last 
summer. 

These inventories in most lines 
have been whittled down to size 
through a combination of fairly 
constant consumer demand and 
retarded production. 

Home _ building 
buoy the general economy 
nothing of the hardware trade 
and 1954 will nearly equal 1950. 


continues’ to 
to sav 
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» May Hardware Sales Highest 


> Personal Income Shows Rise 


> 10% More Vacation Travel 


President's Adviser Sees Country Moving Out 
Of Doldrums; Expects Big Rise in 5 Years 


Dr. Gabriel Hauge, economic ad- 
viser to President Eisenhower, says 
the business upswing is about to 
start. “The economy,” he says, “is 
catching its breath for a new ad- 
vance.” 

Today, D 
we have reached 
the retreat from the July, 1953, 
where 


r. Hauge says, “I think 
position wher: 


levels has been stopped, 
there is a reorganization going on, 
where the economy is catching its 
breath for a new advance. 

“I think that the failure of un- 
employment to increase but in a 





Ekco Disenfranchises 
New York Distributors 


Ekco Products Co., Chicago, 
announced on July 26 that it 
had stopped shipments on Flint 
cutlery, kitchen tools and food 
mixers to metropolitan New 
York wholesalers. 

“We intend to enforce our 
suggested retail schedule, 
which some distributors have 
not adhered to in the past, by 
fair trading these products at 
the wholesale level,” stated 
John G. Brooks, vice president 
in charge of housewares sales. 











very moderate way, within a mar- 
vin of error, is heartening.” 

Other favorable factors he lists 
include a strengthening of retail 
buying, a downward trend in say- 
ings deposits because of heavier 
buying, a shrinkage in the “hard 
core” of unemployed, an upsurge of 
stock market prices, stability of 
total output, firmness of average 
hourly and average weekly earn- 
ings, an increase in construction 
contracts and similar indices. 

“IT think,” the economist says, 
“these are solid facts on which we 
can conclude that the retreat, the 
settling out, the readjustment, the 
recession — call it whatever you 


want—is over 


June Business Stable; 
Credit Buying Off 

The Commerce Department says 
the summer began with business 
activity generally stable and out- 
put high. Most sectors of the econ- 
omy had their usual early summer 
upturn, says the monthly report on 
general business conditions. 

The report says “high and sus- 
tained” personal income had helped 
to keep retail 
although the public did not expand 

(Continued on page 136 


sales large in June, 
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How RBs&W backs up the 
‘sellingest" fasteners you can handle 


eo 
NEW DRAWING CARD for the “Do-It: Yourself” market is RB&W’s 
pace-setting Handy-Man Bolt and Nut Kit. It boosts unit sales, 
saves customers’ time. Up-to-the-minute merchandising like this 
shows why survey after survey proves RB&W the best-known 
fastener brand, why it pays to stock and sell RB&W products. 


eo : 





." 





INDUSTRY’S BROADEST LINE of high-quality fasteners insures cus- 
tomer satisfaction. With RB&W carriage bolts, machine bolts, 
lag bolts and.stove bolts, you can fill all orders promptly. And, 
uniformly accurate threading plus uniform strength make for 
easy application, tight holding power. 












HARDEST WORKING CATALOG is this RB&W sales aid with heavy 





NEW STRONGER PACKAGES of rigid kraft-board (larger sizes are 
corrugated) cut spillage, breakage. Upside-down box (another 
RB&W first) is fumble-proof, eases handling. Oversized labels 
speed product identification. New packaging is part of 
RB&W’s continuing effort to help you increase sales. 


weer 





Be PE fe a ee 


flexible cover, first choice of countermen everywhere. Jammed 
with facts and double tab-indexed by product for instant refer- 
ence. Stock up on RB&W fasteners — the top-quality line. Russell, 
Burdsall & Ward Bolt and Nut Company, Port Chester, N.Y. 


ey RUSSELL, BURDSALL & WARD 


109 YEARS MAKING STRONG THE THINGS THAT MAKE AMERICA STRONG 


Plants at: PORT CHESTER, N.Y.; CORAOPOLIS, PA.; ROCK FALLS, ILL.; LOS ANGELES, CALIF. Additional sales offices at: ARDMORE (PHILA.), PA.; 
PITTSBURGH; DETROIT; CHICAGO; DALLAS; SAN FRANCISCO. Soles agents at: PORTLAND, SEATTLE. Distributors from coast fo coast. 
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NEW WESTINGHOUSE 
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Compare the all-over brightness of the new Westinghouse Eye-Saver bulb 
on the right with the regular bulb on the left. On Eye-Saver bulbs an inner layer of 
millions of special glare-deflecting particles break up bulb’s usual glare—radiate soft 
light from entire bulb surface instead of from one bright “spot”. Result: light that makes 
seeing more comfortable, gives softer shadows and less glare from glossy surfaces. 
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EYE-SAVER LIGHT BULBS! 


REDUCE GLARE... MAKE SEEING EASIER 


Give You Up To 31% Extra Gross Profit On Each Eye-Saver Bulb 
Sold As Compared With Regular Light Bulbs 








Build profit 2 ways with new Westinghouse Eye-Saver bulbs. 

1 You sell more bulbs. Suggest them to your customers to reduce glare in kitchen and bath. . 
to make reading easier in living room . . . to reduce harsh brightness in game room and soften 
shadows in bedrooms. 

2 Eye-Savers sell for 5¢ more per bulb. This extra price gives you up to 31% more gross profit 
than what you get from regular light bulbs. 


Make $25.38 On This Factory-Packed Or— Make Up Your Own Assortment 
Assortment... .- - Get This Free Counter Demonstrator 


Get Floor Merchandiser Free This dramatic demonstrator counter unit is yours free with 
; the Eye-Saver assortment you order yourself. This display 
This unusual floor stand attracts attention, starts sales, and compares actual bulbs . . . shows customers dramatic proof 
promotes all four lamp types in the assortment. Includes of Eye-Saver superiority. Free Westinghouse streamer plus 
novel pole and sign with free-swinging mobile display. special cutlery offer Display Card pulls attention of passers- 
Packed free with merchandiser is an attention-getting W... reminds your customers of Westinghouse ads they 
window streamer that tells the public you handle the new saw in Lifeand on STUDIO ONE. Choose from these bulbs: 
Westinghouse Eye-Saver bulbs. Finished in 2 striking colors, 
this handsome streamer measures 14" x 34". Merchandiser 
tho includes free display on Westinghouse 3-way cutlery -» oll Boy Tae — line! poy # 
Offer. To attract extra sales and profit, call your Westinghouse 9. Bi = 60-Watt $0.22 
Lamp Sales Agent today. ; Pea =6100-Watt .24 
4 } sede met 150-Watt .30 
150-Watt Indirect 1.10 
50/150-Watt 
Indirect 3-Lite 1.21 
50/150-Watt 3-Lite .50 
100/300-Watt 3-Lite 71 


120 60-W Eye-Savers 
120 100-W Eye-Savers 
60 150-W Eye-Savers 
30 50/150-W Three- 
Lite Eye-Savers 


Your Cost $ 63.45* Call your Westinghouse Lamp Selling Agent today. 


(at minimum discount of 30%) 


Ads In Life; Studio One Commercials 


Your Profit $25.38 Watch for National Ads September 27, October 11, and 
“Includes Federal Excise Tax November 8. 





SPECIAL! CUTLERY OFFER 


Attracts extra business with choice of 6 steak knives .. . 
6 matching forks . . . or stylized hostess set. Customers tear 
coupons off pad, and include front panel from any 3- lamp 
carton. Nothing for you to handle. Just build up your 
displays and cash in ; 





TUNE IN TV'S TOP DRAMATIC SHOW... WESTINGHOUSE STUDIO ONE... EVERY WEEK 


You CAW BE SURE...1F 11's Westinghouse 
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for FLUSH-O-MATIC 
will bring business and profit to you... 
and gain for you a reputation 
among your customers for being a store 
that handles good merchandise. 


FLUSH-O-MATIC, unlike the current crop of gimmick, 
gadget and “bright idea” toilet tank balls, solves the 
annoying ntisance of the noisy balky toilet by getting to 

the heart of the problem... and by solving it permanently. 
It replaces the complicated hit-or-miss of the old-fashioned 
tank ball with smooth, trouble-free FLUSH-0-MATIC operation. 


Mon 


CHEMICAL 
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Charlemane— Monsanto's newest 
Lustrex “salesman” is one of the 
famous Baird Puppets featured on 
“The Morning Show’’— telecast over 
59 CBS stations every weekday 
morning, 7 to 9 am, Eastern Day- 
light Saving Time. 


Monsanto sponsors great new TV program, 
“The Morning Show’—launches terrific 
promotion on housewares made of Lustrex 





Starting July 27, Monsanto will launch a great sales 
campaign on housewares made of Lustrex styrene, 
backed by the full power of “The Morning Show”! 
Star of the program, Walter Cronkite, will sell 
the beauty and economy of housewares made of 
Lustrex — reaching over 3,200,000 viewers day after 

MONSANTO day, week after week, all year long! 
ee NTO This campaign will boom your sales of house- 
CHEMICALS ~ PLASTICS wares made of Lustrex! Tie-in with a Lustrex 
display and stock up today. For information, write: 
‘ MONSANTO CHEMICAL COMPANY, Plastics Division, 

SERVING INDUSTRY. WHICH SERVES MANKIND Springfield 2. Mass. 
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Lookiwhats NEW to dangle before your 


customers’eyes! 


aay 


‘ 


Sessions steals a march on the industry with, clocks styled for today’s ftandard of living 


omy 


“ES 


4 





| The New Bradford Chime. Westmin- 
ster melody chime in a setting of hand- 
finished solid Honduras mahogany. 





The New Aquariigs. Exciting “under- 

water mystery” fclock th lifelike 

ongel fish that “swim” in lazy circles 
he 





The New Pixie Alarm. Sessions rev- 


The New Huatington. A graceful Pixie's Luminous Twin. Beautiful 
olutionary buzzer alarm at the lowest rosette of wrought iron with dramatic forest green dial with luminous numer- 
price ever for a quality alarm. $3.95* face, exposed hands. als apd hdpds. $4.95* 

Ma hen , ; o” . 
: wh, 


a - 





The New Connoisseur. 


Smartest 
chrome kitchen clock money can buy 


The New Saucer. Sessions puts a new Classic styling at a budget price 


The New Teatime. America's favorite 


F/ 


®@ Self. 
feat 





face on America’s lowest priced qual- 
ity kitchen clock. 


kitchen clock, made smarter than ever 
in authentic fired earthenware. 


THE SESSIONS CLOCK COMPANY, Forestville, Connecticut. In New York: The Chrysler 
Building. In Chicago: Merchandise Mart Plaza. In San Francisco: Western Merchandise 
Mart. In Canada: The Frank Martin Co. (Exclusive Sales Agent) Toronto, Ontario. 


essions 


Rio —— 





Styling by Mac Tornquist 
Y EAR § 


20 


* Plus applicable taxes 


A HEAD IN rPLEeCcRTRIG TIME 
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your FALL SPECIALS 


d of living 





k, NE INCINERATOR 


bs 
/ Large 20-Gallon Size 
Heavy Galvanized Sheet Steel 


Just in time for Fall selling... we proudly 
introduce the newest member of the big 
Cream City line. Built to last for years and 
years, it is the modern way to dispose of 
trash and rubbish! 





“under- 
lifelike 
circles. 


~ 





@ 267 perforated holes on cover, body and bottom for 
perfect draft and fast, complete burning. 


® High, raised bottom provides up-draft ventilation, keeps 


WIDE, FLAT LEGS 
bottom away from dampness. 


- ++ prevent incinerator 
from digging or sink- 
ing into ground. 





® Self-selling, large-size, three-color label explains all 
psi features, stimulates sales. 


in. Beautiful 
minous numer- 


Ni 


1 cv ~<a 
i} 


= 





lartest 
» buy 








These are a few of the more than 75 items in the complete Cream City line. 


ns GET YOUR SHARE OF THE FALL BUSINESS! Onder You: / 
— | 


iF _ Manufactured by GEUDER, PAESCHKE & FREY CO. 


\ mae 1700 W. St. Paul Ave., Milwaukee 1, Wis. 
| M E Export Agent: 25 Beaver St., New York 4, N. Y. 
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Picked by housewives from 48 states in the Mrs. America 


Contest at Ellinor Village, Florida, as the finest iron 





they'd ever used! Universal’s sensational Steam ‘n Dry Iron 





















proved its performance in pressing contests among women 
from all over the country who know ironing. 
Sell Mrs. America’s choice to your customers. Cash in 


NOW with Universal’s Big, Extra-Profit Plan! 





Mrs. Delaware 
“I’m amazed at 
what I save on my 
pressing bills.” 





Mrs. North Carolina 
“Now I can press like 
a professional!” 














SWITCH-OVER CORD WINS FOR 
MRS. UTAH! Left-handed entry wins grand 
prize in pressing contest. Universal—the only 
iron with a switch-over cord made it easy. 





vy 
Mrs. Idaho 


“I've never used an 


iron that was so . : : : 
wonderfully fast!” Mrs. Colorado easy with a Universal Steam ‘n 


“It's two irons in Dry Iron.” 
one—so easy to use.” 


FIRST CHOICE OF 48 STATE WINNERS: 
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Mrs. America 


Mrs. Wanda Jennings from Mis- 
souri says, “Steam Pressing is so 
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DNAUWOME-MAKING CONTEST 


Mrs. Arkansas 
“Universal's instant 
steam saves me 
ironing time.” 





$7 850 


manufacturer's suggested 
reiail or Fair Trade price 






BUY 11° "ren $41.66. | 


Steam ae +4 1 .66 ea. REE 
BUY 5° 5.83 GET 1 roveienty FREE | 
GET Lat Halt Price ae _— $128.26 


R cost 364.13 _A2.2% PROFIT | 
ze 2% pRoFiT MAKE — ae people! 
g7—42. 


MAKE *46. 


™) Ask your distributo 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 





HARDWARE AGE, AUGUST 5, 1954 





EAM N DRY IRON 







Mrs. Michigan 
“No more guessing 
—the jiffy switch 
shows whether 
you're on steam or 
dry setting.” 





Mrs. New Jersey 
“Switching from 
Steam to Dry with- 
out emptying the 
water is the big 
feature for me!” 















iarry! Hurry! Hurry! 4 
to the GOLD SEAL 


See the colorful collection of rugs and yard goods at your GOLD SEAL dealer's now! => —& 


Te 


9 x 12’ rug 























1/3 more wear! — Clear colors! — Easy to clean! ~—_—_Lies flat! Guaranteed’ i ; 





























62) GOLD SEAL 


Floors and Walls 


Ry, 





e *e £ e@ Backed by double-page, full-color national magazine ads! 
This iS your ad é @ Big, colorful display package—for sales-making window 
ONES displays! 
@ Get in on the big Fall Congoleum® promotion! @ Call your Gold Seal distributor now! Find out how to tie in! 
e@ Your name can be listed! 


Ad appears in full color in This Week, Parade, Family Weekl ‘omaaiame 
" endl athes Senin pw caller ™ ee G Oo N G O L E U M NA I R N I N C. 75 YEAR 
e Free reprints with your name prominently displayed! KEARNY, NEW JERSEY Cope. 1964 , 


HARDWAI 
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THE BASSICK 
COMPANY 
Bridgeport 2, Conn. 


In Canada: 
Belleville, Ont. 








zine ads! 


<ing window 







»w to tie in! 
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A DIVISION OF 






MAKING MORE KINDS OF CASTERS... MAKING CASTERS DO MORE 


75 YEARS OF CASTER LEADERSHIP 
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Bassick offers 


00 FREE SETS 


of furniture glides in the Post! 


0 


u's Diemond Jub 











greatest repeat 
traffic builder 


cushion glides. 


ee 


, were celebrating Bem ingt moving the - 
leo — 75 YOO g you're vives. 10 yout see the way they protect floors and rugs, they'll want 
eosy wOV to return the coupon as a full set ? ; . 
3 sortt hardware GEale™ Sg urmitute ghaCt them on every moveable piece of furniture they own. 
. (4 Bassich yee — absolute Ape want ° 1 
4 — rerxing thi sting Bassick ede The average family can use 18 sets of glides. 
exe easy Se os emoothly 4 = a ‘ 
7 oe WO 00 find out Me they, OP They've already come into your store for their sample 
bi " s jetly they om aa fine rugs #9 Fe ’ . ack c © 
‘ elites i ing and marring —S S ‘ 
: me 70 rat OR: BOSS Chat some =n ee set o they’re most likely to come back several 
, come in si 10 ole tes. At ™ ished Roo y move one Ee top-auali times as they need more sets. You wind up with your 
» ars stores. chair, know ¥ ste of furniture ° zi ° . . 
zs glides on e657 Fou consider hs cash register working over time to keep up with the 
Especially fag rings and fini a ® i . ° P 
of new Teerag as couren 1° big jump in glide sales and store traffic. 
ore now. £08 YOu ide . 
sors rubber-<usiven 2G Most important, make sure you stock enough 
a ends Nove _ Bridget ° ° . , 
SAssick COMPANY Bassick glides to handle the demand this big Post 
wo MORE SCRAT quality 7 In Canada a RS + j j 
using Basses pry them 0% === wont winas, OF ee | offer is going to unleash. That means at least one 
cushion 8 wl ig CASTE . . 
ie ais ve caster LEADERSHIP | carton (120 sets @ $44.40 list). Otherwise, you may 
> o 7 free set \ . . . 
> he Bare wore 20%, 10" YO 88 \ wind up directing customers to the next hardware 
i” *; (Fit out ond potion IBA wer cushion ——— ~ . h d di tri 
i oes CG-90N RH \ store. Phone your order to your distributor now. 
” ' : ; ‘ 
— . ee \ Return all coupons to your distributor for free 
- ; sor nn coven 10 vO \ | replacement. 
i] 
' 


PRIZE: a ‘500 
Benrus SOVEREIGN Gold Coin Watch... 


to the dealer who comes up with the best suggestion on 
packaging Bassick’s CG-90N glides. Just tell us in 25 
words or less, on an official entry blank, how many sets 
of these quality rubber-cushion glides should be put in 
what kind of unit container to boost sales. Award will 
be based on originality and practicality of the sugges- 
tions and judges’ decision will be final. 
Official contest blanks and rules will be 
found in each 120 set carton of CG-90 
glides or HD-12 glide demonstrator stock 
package. All entries must be postmarked 
before October Ist and become the exclu- 
sive property of The Bassick Co. In case 
of ties, duplicate prizes will be awarded. 





Hardware industry’s 


Here's the ad that tells every Saturday Evening Post 
reader in your neighborhood to bring the Post coupon 
to your store for a free set of famous Bassick rubber- 


Once folks try these easy-sliding Bassick glides and 
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Expert floor care advice wins 
customers—and keeps them! 


# Women want the right answers to their 
floor care problems. And when they get 
them, they show their appreciation with 


steady repeat purchases. 


That’s why alert hardware dealers the 
country over are protecting ther highly- 
profitable floor wax business by becoming 


Bruce floor care experts. 


As the world’s largest manufacturer of 
hardwood floors, Bruce is a known and 
accepted floor care authority. And the 
complete Bruce line of floor cleaners and 


waxes makes it easy to supply the right 


answers because there’s 
a top-quality Bruce 
product to solve 


every floor care problem. 


Make it a point to know the Bruce line, 
particularly the difference between Bruce 
Cleaning Wax and Bruce Floor Cleaner. 
Both dry-clean and wax in one easy opera- 
tion, but Bruce Cleaning Wax contains 


three times as much wax. 


You'll find it pays to solve your customers’ 
floor care problems with Bruce, the top 


mark-up line. 


Same famous products—now in cans! 


for hardwood floors, 
Bruce Cleaning Wax provides 
waterless care. It gets floors 
really clean as it waxes. Elimi- 
nates all need for messy soap 
and water scrubbing that rob 
wood floors of their natural 
beauty. Leaves an extra-heavy 
coat of finest wax that keeps 
its tough protective lustre 
through weeks of hard wear. 








for linoleum, or where a 
thinner coat of wax is desired 
on wood floors, Bruce Floor 
Cleaner is your best recom- 
mendation. It does the same 
effective dry-cleaning and 
waxing job as Bruce Cleaning 
Wax. Melts away even the 
most stubborn dirt and marks. 


floor cleaner 


wares A a! ti ‘hians 


Leaves a lighter coat of wax 
that’s just right far linoleum. 

















for easy, standing-up use 
on all floors, the long-han- 
dled Bruce Doozit is a real 
back-saver. Specially designed 
for use with Bruce Cleaning 
Wax 


Cleaner, it eliminates 


or Bruce Floor 
bending and kneeling. 
Comes complete with 
fine steel wool pads 
scientifically proven best for 
cleaning and polishing floors, 
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BRUCE 


floor products 


by the world’s largest maker of hardwood floors 


also include BRUCE 

ASPHALT TILE CLEANER 
BRUCE ASPHALT TILE WAX 
BRUCE PASTE WAX 

BRUCE TUF-LUSTRE 

(liquid) WAX 

BRUCE SELF-POLISHING WAX 


Write for complete information about floors 
ond floor core to E.L. Bruce Co., Memphis, Te 
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When more than 42,000 

hardware dealers promote 

together there are extra sales a-waiting and stepped-up store 
traffic for making those extra profit dollars 








Now the July Item of the Month is in the sales records 


a nation-— wide promotion . . . successful in all E 
sections of the country. On its heels comes another sTOR 
great value .. . your Blue Ribbon Group is offering UPPER 


merchandising. If you haven't ordered, 
do so today. 


another priced-right item for August = 
EPPER 


A new hard-selling dealer 
promotion kit for this August Special is available. 
If you have one on hand--make it work for you. 


Don't let the other fellow do all the promoting. 
Cooperate and make money. It's that simple. 


store "stepper-upper" for August 





Purchased right .. . priced right... and 
promoted to start a parade of people into 

your store. Offer this great step stool value 
at a sensational price and step-up August traffic. 


This is your promotion——an 
opportunity to attract consumers to your 
hardware store. No other retailing 

groups have it! 


LIBERTY DISTRIBUTORS 1x: 1:1 suc 


PHILADELPHIA 5, PENNA. 












ALBANY HDWE. & IRON CO. HUNT & MOTTET CO. OHIO VALLEY HDWE. & RFG. CO. SHARP-HORSEY HDWE. CO. 











Albany 1, New York Tacoma, Wash. Evansville, Ind. Atlanta, Ga. 
Utica 1, New York JENSEN-BYRD CO. ORGILL BROS. & CO. SUPPLEE-BIDDLE-STELTZ CO. THE TRACY-WELLS CO. 
AMARILLO HARDWARE CO. Spokane 8, Wash. Memphis 2, Tenn. Philadelphia 5, Penna. Columbus 15, Ohio 
Amarillo, Texas MOMSEN DUNNEGAN RYAN CO. Jackson, Miss. Elizabeth, N. J. Cleveland, Ohio 
Lubbock, Texas El Paso, Texas Little Rock, Ark. Providence, R. |. VAN DEREN HARDWARE co. 
HARPER & McINTIRE CO. Albuquerque, New Mexico  RAILEY-MILAM, INC. THE EMERY WATERHOUSE CO. Lexington, Kentucky 
Ottumwa, lowa Phoenix, Arizona Miami 31, Fla. Portland 6, Maine Wm. VAN HOOGENHUYZE 
Cedar Rapids, lowa MORLEY BROTHERS RICE & MILLER CO. Manchester, N. H. HDWE. CO. — 
HOFFMAN HARDWARE CO. Saginaw, Mich. Bangor, Maine THE SALT LAKE HARDWARE CO. San Antonio, Texas 
Los Angeles 22, Calif. Detroit, Mich. RICHMOND HARDWARE CO. Salt Lake City 9, Utah J. A. WILLIAMS CO. 
HUEY & PHILP CO. East Lansing, Mich. Richmond 19, Va. Boise, Idaho Pittsburgh, Pa. 
Dallas, Texas Grand Rapids, Mich. Grand Junction, Colo. WOODBURY HARDWARE CO. 
Fort Worth, Texas MORLEY-MURPHY CO. THE THOMSON-DIGGS CO. Portland 10, Oregon 
Houston, Texas Green Bay, Wisc. Sacramento, Calif. WYETH COMPANY 
Milwaukee, Wisc. Fresno, Calif. St. Joseph, Missouri 
Wausau, Wisc. Sales and Display Room 
Escanaba, Mich. Kansas City, Mo. 
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One dozen Dessert Trays 
FREE with each dozen 
eC 
SANIT-KIT All-Aluminum 
Lunch Kits! 


Boost your Sanit-Kit sales with this 
limited FREE offer of attractive dessert 
trays. 

The Sanit-Kit is 52% heavier than 
any other aluminum kit on the market. 
Never rusts. Its seamless construction 
and rounded corners make it easy to 
clean and keep sanitary. 


BLACK DIAMOND WASH BOILERS 
are BETTER wash boilers! 


Here is the lowest priced copper wash 
boiler on the market. Ruggedly con- 


TH STREET Semana — tructed of heav uge copper-clad 
\ 5, PENNA. i mF woes nen : oy haere qaeee six 


sides with full copper bottom. Rein- 
forced at bottom, handies and other 
points of strain to assure long wear. 

Also available in galvanized and 











tin. 
LLS CO. 
chen 
ie Wit fr Calon 
Tones PENN METAL WARE COMPANY 
convent a 1192 SCOTT STREET WILKES-BARRE, PA. 


, Oregon Manufacturers 
’ 
issour OLD PAL FISHING GOODS 


jisplay Room 
, Mo. 
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King Coffon 


400 BRAIDED 
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._™~ H Or 
@ MASON’S LINE @ PICTURE or MIRROR CORD 
@ CHALK LINE @ CRAFTS & HOBBIES 
@ PLUMB LINE @ DRAPERY CORD 
@ FISHING LINE @ DECORATIVE WORK 
@ PULL CORDS @ SMALL BOAT ANCHOR LINE 
@ INDOOR CLOTHESLINE @ BUTTONHOLE EDGING 


100% NYLON | 
BRAIDED COR 


(MASON’S LINE) 
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@ DO-IT-YOURSELF PROJECTS 

















NYLON CORD is one of those HOT items ... and there's 
so much to talk about that it’s hard to know where to 
begin. First of all, everyone has asked for a 100% 
NYLON BRAIDED CORD ...so here it is... it’s new 


...it’s a value... it's bound to be a big seller. 


AND, LOOK AT THESE ADVANTAGES: ... This beau- 
tiful, white cord is really tough stuff, it will take a terrific 
beating and still hold its own. More than four times 


stronger than Cotton Chalk or Mason’s Line. 


Ask your jobber 





for prices and 





additional information 















| CLEAN |. . . Looks clean and 


stays clean. Doesn't absorb 
moisture, dirt, mortar, etc. 





. . . Thousands, and 
we've listed just a few on this 


page. 


18 and 21 on 100 ft. 


spools packed in this colorful 
display box. 18 and 21 also 
supplied on 250, 500 and 
1000 ft. spools. Other sizes, 
other put-ups supplied on 
special order. 
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JOHN H. GRAHAM & CO., INC. 
105 Duane Street * New York 8, N. Y. 
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How can 
you lose 


with this 
lineup? 








Low Rolling Resistance 


SUPER EAGLE —Easier rolling and safer, 
too — thanks to rounded tread. A luxury 
balloon tire that really looks it. 


For the new American Bike 


WINGFOOT-—Modern streamlined 1.75 
cross section combines low rolling resist- 
ance and easy pedaling with comfort 
and sturdiness. Fits all standard balloon 

tire bikes, too. 































Year-Round Favorite 


G-3 ALL-WEATHER — Its famous All- 
Weather tread is unsurpassed for road- 
holding traction, for better grip on turns, 
for straight-line stops and low rolling 

resistance. 





For Longer Wear—Greater Mileage 


DELUXE RIB—With a zigzag tread and 

rounded shoulders, the Deluxe assures 
better grip and traction at any riding 
angle. It pedals easier, rolls more 
smoothly. 




































ITH this array of Goodyear 
\ \ “best sellers,” you’ve got a 


standout tire for every type of cus- 
tomer, every kind of bike. They’re 

available in a wide range of prices to fit 
every budget. 










For Mofor Bikes, for Bicycles 


DOUBLE EAGLE — Heavier tread and 
stronger cord body make it ideal for 
rugged pace of motor bikes. One of the 
best bike tires ever to carry the Goodyear 


For Lightweight Bikes 


RIB TYPE LIGHTWEIGHT -Especially 
designed for easy pedaling. Straight 
side and hook bead types to fit both 
1? and American lightweight 
ikes. 









How can you lose with a winning lineup 
like this? Push them all for steady turnover 
and profits the year round. 


Goodyear, Cycle Tire Dept., Akron 16, Ohio. 









STUDDED TREAD — Assures greater 
safety, dependable traction in mud or 

off-the-pavement travel. For motor bikes 
and bicycles. 





MORE PEOPLE RIDE ON GOODYEAR TIRES THAN ON ANY OTHER KIND 


Wingfoot, Super Eagie, Double Eagle, G-3, All-Weather —T. M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 
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RUGGED 
BASIC 
UNIT 


completely equipped as 


BS ree Berane 


eee 


ITS 
BEAUTIFULLY 
ENGINEERED 
ATTACHMENTS 


#881 — Bench Stand 


3887 — Bench Jig Saw 








ut 
. 
ers 


¥g-inch Drill 





6-inch Polisher 


#882 — Orbital Sander 





#889 — 6-inch Bench Sander 





6-inch Portable Sander 


& 
#8810 — 4-inch Bench Grinder 


ORDER FROM YOUR 


2888 Basic Power Unit, complete with 3%” 
Jacobs geared key chuck, 6” rubber pad with 
conical lock nut, three 6” sanding discs, 6” lambs- 
wool bonnet, spindle wheel arbor, reversible side 
handle. $39.95 


3X888 Complete Power Workshop. #888 
Power Unit plus all attachments. $131.55 


#0888 Power Unit. Same as #888 but without 
$29.95 


chuck or accessories. 


21888 Power Unit with chuck only $35.95 
+881 Bench Stand. $2.95 
882 Orbital Sander Attachment. $15.50 


#883 6” Bench Saw Attachment $22.95 
7884 3” Table Extensions 33:33 per pair 
#885 Saw Guard 2.45 

7886 Portable Jig Saw Attachment, com- 

plete with 2 wood-cutting and 2 metal-cuttin 

blades. $9.98 

#887 


Jig Saw Table. (Table only) 
(#881 Stand and #886 Attachment 
also required for this set up.) 
#889 6” Disc Bench Sander Attachment. 
(3881 Stand also required.) $7.95 
#8810 Bench Grinder Attachment with 4” 
wheel. (2881 Stand also required.) $5.95 


$1.75 





#8811 6” Portable Saw Attachment. $15.95 


#8812 Sanding Shoe for positive contro! on 
freehand disc sanding. (Not shown) $1.25 


Newspaper Ad Mats — A choice of three sizes: 
#3 — 5 col. x 150 lines. #4 — 3 col. x 150 lines. 
#5 — 2 col. x 85 lines. Specify mats by number 
when ordering. Free on request 


Counter Give-Away and Direct-Mail Broadside. 
A colorful, hard-selling promotion piece that wi! 
do an effective job m | building volume for you 
store. State quantity desired when ordering. 
Free on request 
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lions} of do-it-yourself Americans have been waiting for 


ev MILLERS FALLS 888 


Power Unit 

















...Makes a Complete 


(|-Tool 
Power Workshop 


for only 


$/3]. 55 


TOTAL LIST PRICE 











#8811 — 6-inch Portable Saw 


JOBBER TOOAY 


Be ready when consumer campaign breaks with smashing spread 


ads in September issues of The Saturday Evening Post, Popular 
Mechanics, Popular Science Monthly, Sunset, The Home Crafts- 
man, Homecraft and The Home Owner. 


MILLERS FALLS COMPANY 
Dept. HA-4 ¢ GREENFIELD, MASSACHUSETTS 
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Check These Features 


@ Full 4.0 amp. power rating 
@ 3200 r.p.m. no-load speed 


@ All attachments direct-driven 
from Power Unit spindle 


@ Priced to appeal to every 
pocketbook 


@ Display packaged to sell on sight 


MILLERS FALLS 
TOOLS 
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maximum 
service and 
dependability... 














STURD 


Thirteer 
564”, %g2 
%46”", 13 
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FOR CAP SCREW USERS 


Republic Hex Head Cap Screws are made right from head to thread. They 
are furnished in low carbon or 1040 heat treated steel. 





Heads have sharp corners to take wrenches snugly. They are strong to avoid 
slippage on tough pull-ups. Washer face under head provides full bearing 
surface. 

Shanks are tough and sturdy to withstand shock and vibration, 

Threads are clean, sharp and accurate with full engaged thread area. 


Hex Head Cap Screws are just one of more than 20,000 regular types, styles 
and sizes of highest quality fasteners made by Republic for all industries. 


REPUBLIC STEEL CORPORATION 
Bolt and Nut Division + Cleveland 13, Ohio 
Plants at Cleveland, Ohio and Gadsden, Alabama 
GENERAL OFFICES e CLEVELAND 1, OHIO 
Export Department: Chrysler Building, New York 17, N. Y. 











ae : Z Wee Ree ee 


Other Republic Products Include Steel and Plastic Pipe, Tubing, Lockers, Shelving—Carbon, Alloy and Enduro Stainless Steels —Titanium \ 


FAC 
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Red Shield says: 


ORE PROFIT... 


by popular demand for 
STANDARD DRILL SETS 


* 
a * 


STURDY DRILL SET S-13 
Thirteen high speed steel drills 40”, ® Drills are the big demand in 
564”, 340”, Ves”, 1%", %a", 542”, a", today’s do-it-yourself market. 
%46”, 1364”, Tae”, %4”, 14”, in durable That’s why your turnover is 
container with plastic jacket. om greater... profit higher when 
selling Standard Drill Sets. 
Standard Sets actually sell 
themselves. They are attrac- 
tively packaged in handy con- 
tainers with transparent 
plastic jackets. Containers 
are hinged for quick, ready 
access by the homecraftsman. 
Drills are top, industrial- 
quality high speed steel for 
use in power tools. 
Ask your hardware whole- 
salerforStandard Sturdy Drill 
Sets, S-8, S-11, S-13. 









.*8 
owns etx. we 
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STURDY DRILL SET S-8 


Fight high 1 steel drills 49", %”, %44", 
eee 65h ata alae ar 


4”, 516", 86”, 416”, 4%” in durable container 


Eleven high speed steel drills 46”, 42”, % with plastic jacket. 
Bao”. Ba”. Yoo”. V4". Ban". 54a”. Ian”. BQ” j 

182 5 4/16 5» 482 5» 4 » ‘7/32 » 716 5 32 9 7 

durable container with plastic jacket. 


STANDARD TOOL 


3950 CHESTER AVENUE CLEVELAND 14, OHIO 






Is —Titaniom 


T 5 1954 FACTORY BRANCHES IN: NEW YORK e DETROIT © CHICAGO e DALLAS «© SAN FRANCISCO 


THE STANDARD LINE: Twist Drills - Reamers - Taps - Dies - Milling Cutters - End Mills - Hobs - Counterbores - Special Tools 
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“Holding Power”’ is an interest- 
ing new industrial film which tells 
the complete story of fasteners. 
It describes common, everyday 
fastener items, suchas bolts, nuts, 
rivets, track bolts and spikes, and 
shows how important they are to 
our modern way of life. The film 
also includes roof bolts, high- 
strength bolts, oil-well sucker 
rods, and a wide range of ingen- 
iously designed special bolts. 

“Holding Power’’ is in color, 
with sound. It is on 16 mm film, 
and runs about 25 minutes. 


The film is intended not only 


BETHLEHEM 
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for those closely associated with 
the fastener field, but also for 
general-type audiences. There is 
no charge for this educational 
picture, except for return post- 
age. If you would like to use a 
print, write fully to Room 1043, 
Publications Department, Beth- 
lehem Steel Company, Bethle- 
hem, Pa., preferably well in 
advance of your showing date. 





BETHLEHEM STEEL COMPANY 
BETHLEHEM, PA. 

On the Pacific Coast Bethlehem products are 

sold by Bethlehem Pacific Coast Steel Corpo- 

ration. Export Distributor: Bethlehem Steel 
Export Corporation 


STEEL 















































There are literally hundreds of Do-It-Yourself enthu- 
siasts, ready to buy glass for home projects. ‘They're 
just waiting for you to tell them how to complete 
these jobs. 

You know about AMERICAN’s four “How to” 
pamphlets that are free to you—free to your customers. 
Now AMERICAN has newspaper mats that will let 
you tell all your potential customers about them. There 
are five mats, two on replacing a cracked or broken 
pane, one each on installing a picture window, a floor- 
to-ceiling window and a winter garden. Each of the five 
comes in two sizes—l column 6 inches and 2 columns 
six inches. These mats are free to you. 

Use these mats and they'll sell LUSTRAGLASS and 
LUSTRACRYSTAL for you. Just write and tell us 
which mat or mats you want and we'll get them to you 
by return mail. Be sure your supply of pamphlets is 
complete. And be sure you have plenty of the whiter, 
flatter, clearer glass—LUSTRAGLASS and LUSTRA- 
CRYSTAL. 


AMER Ic 
ret 
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e- The four pamphlets, “How to Replace a Cracked 
n or Broken Pane,” “How to Install a Picture 
4 “* clumn tullsnis tenlecie © nau Window," ow to Install @ Floor-to-Ceiling 

wre winlew,'o foer-to-colien Window,” “How to Install a Winter Garden,” are 
Yy a r a winter garden. Be sure to specify free. Write and ask for the quantity you need. 
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7 GOOD REASONS FOR 
SELLING ECLIPSE MOWER 


But don’t take our word for it— 
Ask the man who sells Eclipse! 
The World’s Best Lawn Mower 
































This is what he can tell you 
p> LARGEST LINE OF MOWERS '¢ what 


8 hand and 11 power models. There’s an Eclipse h 
for every size lawn...a wide price range...a we mean w e 
mower to suit every prospect who enters your store. 


p> A WELL-KNOWN NAME 


















Even competitors will admit that Eclipse is one of New counter er machine - ; 

the best known names in lawn mowers. It’s an ad- mounting display card. a 
vantage that makes selling easier. > & 
pb THE RECOGNIZED QUALITY LINE Big, powertul, colotul lf 
Eclipse uses only Briggs & Stratton engines... peor nese ete me 4 
gives you such exclusive features as lever starters, your store as lawn care Fs 
automatic sharpeners and adjustable reel bearings. headquarters. ee 

g 


>. 


p> EXCELLENT DISCOUNTS 


Eclipse offers you discount terms that are matched 
by few companies in the industry, and bettered 
by none. It pays to sell Eclipse! 


p> REALISTIC DEALER SALES AIDS 


Eclipse promotional material sells you as the lawn 
care authority ...to get customers to come to 
your store for all their lawn and garden supplies. 


p> CONVENIENT SERVICE DISTRIBUTORS 


Wherever you’re located there’s a nearby service 
station properly equipped to furnish parts, make 
repairs, or completely overhaul Eclipse mowers. 


jm REPAIRS ARE ALWAYS AVAILABLE 


Eclipse operates its own pattern shop, foundry, tool 
room and machine shop. Parts are always available 
for Eclipse mowers—regardless of age—even up 
to 50 years. 


Write for free details on 
the availability of a profitable 
Eclipse franchise. 








11 Power Models, 18” to 36” 8 Hand Models 16” to 18” 





THE ECLIPSE LAWN MOWER CO. 


Division of Buffalo-Eclipse Corporation 8417-B Railroad St., Prophetstown, Illinois 
Eclipse Power Lawn Mowers are manufactured in Canada by MAXWELL LIMITED, St. Marys, Ontario 
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Red Laggs 


hands , ; , 
t ge “Every automatic heating conversion 


|. in your area means a prospect for a 
Cyclone 
Catch-All 


Basket’ 


OMEOWNERS who have been in the habit 
H of burning trash in the furnace must 
change their methods of disposal when they 
install automatic gas or oil heating. You'll 
be doing them a favor by recommending a 
big, rugged Cyclone “Red Tag” Catch-All 
Basket. 

Cyclone Catch-All Baskets hold nearly 
three bushels of waste. Made of heavy wire— 
crimped and woven, then welded in 198 
places—they will last and last. The raised 
bottom gives ample draft for complete com- 
bustion. 





w; , 





er 


Make it a point to suggest Cyclone Catch- 
Alls to every customer who has changed to 
automatic heating. And don’t overlook the 
big demand for Catch-Alls that falling leaves 
will create among all your customers within 
the next few weeks. 

You'll find the familiar Cyclone “Red Tag” 
label a big help in moving these Catch-Alls. 
eons Se ; Vela Call it to customers’ attention; they know 

and recognize it as a symbol of quality in 
hardware products made from wire. And, 
most important, be sure your stocks of Cy- 
clone Catch-All Baskets and other Cyclone 
Hardware Products are ample to meet the 
fall demand. 


CYCLONE FENCE DEPT., AMERICAN STEEL & WIRE DIVISION 
UNITED STATES STEEL CORPORATION 
WAUKEGAN, ILLINOIS + SALES OFFICES COAST-TO-COAST 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


“S| «US'S CYCLONE ‘Red 727 HARDWARE PRODUCTS 
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Here's how to buy, merchandise and sell 


more housewares at a BIGGER PROFIT 


SELL FEDERAL: Practicae HOUSEWARES! (7 





SELL THE COMPLETE LINE OF FEDERAL PRACTICAL 
HOUSEWARES BASIC STAPLE ITEMS! 


2 hors OM 




















ONE PURCHASE ORDER 


By selling FEDERAL Practical 
HOUSEWARES you have 
but one purchase order. Less 
after hours paper work! 


ONE SOURCE 


By selling FEDERAL Practical 
HOUSEWARES you are 
geared to one resource! 


ONE SHIPMENT 
By selling FEDERAL Practical 
HOUSEWARES your receiv- 


ing department has /ess to 
handle! 


oe) 








STOCK CONTROL 


By stocking FEDERAL Prac- 
tical HOUSEWARES you 
have more time for selling! 


ONE DISPLAY 


By selling FEDERAL Practical 
HOUSEWARES you have 
better basic display. All 
FEDERAL Practical HOUSE- 
WARES informatively labeled 
and Nationally Branded! 


NATIONALLY ADVERTISED 


By selling FEDERAL Practical 
HOUSEWARES you are sell- 
ing a Nationally Advertised 
Brand that in 1954 will ap- 
pear in the following National 
Consumer Magazines: Ladies 
Home Journal; McCall's; 
Better Homes & Gardens; 
Woman's Home Companion; 
House Beautiful; Sunset; 
Family Circle; Woman's Day, 
Today's Woman. 


ADVERTISE FEDER 
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(FEDERAL 


HOUSEWARES 





GUARANTEE 


















1. 100% Tested and inspected before leaving factory. 

2. Metal and glass parts made to rigid specifications. 
OL 3. Plastic items molded to following specifications: 

a. ABRASIVE RESISTANT b. CHEMICAL RESISTANT 
JERAL Prac. ¢. COLD RESISTANT d. HEAT RESISTANT 
WARES you e. FLAME RESISTANT f. WEATHER RESISTANT 
e for selling! g. SOLID COLOR THROUGHOUT h. BREAK RESISTANT 





RAL Practical 
ES you have 
display. All 
tical HOUSE- 
atively labeled 
Branded! 


ADVERTISED 


RAL Practical 
S you are sell- 
ly Advertised 
1954 will ap- 
wing National 
zines: Ladies 
1; McCall's; 
& Gardens; 
¢ Companion; 
ful; Sunset; 
Yoman’s Day, 
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 Guarexined by * 
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For Greater Basic Profits—Stock Federal 
Practical Housewares Basic Staple Line. 
It begins with your very first order. 

| 2 pace! Morro tciot” tou eo white FPODOMY 


FEDERAL TOOL CORPORATION, Dept. HA-84 
3600 W. Pratt Bivd., Chicago 45, Ill. 


N Send on your FREE “Recipes on a Budget” booklet, catalog pages, 
colorful consumer folder and price list. 


Le 














> 








NAME... .ccccccccccccccccccsvcsccceseccccssscsccscscece . 
FEDER “ORDER FEDERAL PS 5405-60090 ennnessesesdeesnevesesseseeceeseone . 
Re er ree ZONE. STATE ‘ 
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PRE-MEASURED ROPE 
MARKED EVERY 5 FEET 


Carton protects rope 
Rope stays clean 
Uncoils from carton 
No inner lashings 


Uncoils properly— 
no kinking 


=. 

= 
Easy to handle afd stock AA 
Makes attractive display ep 
6 Sizes — 10 Put-ups ie 


In Individual Cartons 


V4"", 5/16", %", Y2"" dia. in 600 and 
1200 foot coils — 5%" and %" dia. in 
600 foot coils only. 


ROPE 
IN 
CARTONS 


Handy Coils—100 foot coils up to 1” dia. 
Handy Twines —7 popular types of jute twines 


MAIL COUPON NOW—Ger complete information on the 
“American Brand” packaged cordage merchandising pro- 
gram. 


AMERICAN MANUFACTURING COMPANY 
Brooklyn 22, N. Y. 

Rope (Manila, Sisal, Jute, Nylon, Polyethylene, *Dacron, Saran, Glass), Twine, 
Oakum, Packing, Baler Twine, Carpet and Electrical Yarns. (*DuPont—Trade Mark) 
Branch Factories: 

St. Louls Cordage Mills, St. Louis 4, Mo. 


Delaware River Jute Mills, Philadelphia, Pa. Sales Offices: Boston, Chicago, 
Houston, Les Angeles, New Orleans, Philadelphia, Pittsburgh, San Francisco. 
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ma 


AMERICAN MANUFACTURING COMPANY 
Noble & West Sts., Brooklyn 22, N. Y. 


Please send information about 


Z 


NN 


A completely 
Nes Modern cordage 
merchandising 
program. 


C) Rope In Cartons QC Handy Coils CF Handy Twines 
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NRHA Congress 


NRHA Congress Studies 
Fair Trade and Credit 


Dealers hear plans for fighting unfair trade practices, discuss pro- 


motions. Elect Hill president at meeting at San Francisco, July 11-15 


Credit selling, fair trade and 
the irha advertising program were 
main topics at the 55th annual 
Congress of the National Retail 
Hardware Association. The im- 
portance of do-it-yourself merchan- 
dising promotion was discussed, 
and a comprehensive report was 
given on the organization’s new 
trade relations program. 

Held at the Fairmont Hotel in 
San Francisco, July 11-15, the con- 
vention was attended by 655 deal- 
ers, their families,. Wholesalers, 
manufacturers and other guests. 


It was the second NRHA Congress 
to be held in that city, the third 
in California. 


Announcement was made that 
the 56th annual Congress. of 
NRHA will meet in Buffalo, N. Y., 
the week of July 10, 1955. 

Three morning business sessions, 
and an industry luncheon on Tues- 
day, gave conventioneers ample 
time for informal gatherings and 
sight-seeing. 

Starting with registration on 
Sunday, the convention’s formal 
entertainment program began with 
the President’s Reception, Monday 
evening. A Chinese style dinner 
was followed by an oriental floor 
show, including the entry of a 
dragon to the accompaniment of 
fireworks and gongs. 


While the men attended an in- 
dustry luncheon, Tuesday, the 
ladies were at a luncheon and style 
show in the Peacock Court of the 
Mark Hopkins Hotel. Wednesday’s 
social activities included a luncheon 
for the wives of state and regional 
That eve- 
ning the annual industry banquet 


association secretaries. 


concluded the official social pro- 
gram. 
A. B. Hill of Portsmouth, Va., 


succeeded Robert H. Westbrook of 
Riverside, Calif., as president. H. 
H. Meyer of Shawano, Wis., was 
elected vice-president. Anthony 
R. Manno of Medford, Ore., 
named to the board of directors. 


was 


Some of the delegates at the Tuesday morning business mee 
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W. Aspinwall, 


G. 


nd Anthony R. Manno (new). Not in this photo is Edgar W. 


President's Address 





A. Luedtke, 


by Robert H. Westbrook 
Riverside, Calif. 


rs, l 


to 


field, advisory board; Carl E. Graeff, 


Outlines benefits of quick- 
service to merchants and their 


customers. Praises suppliers 
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and Melvin Kraemer, 





e advisory committee, who took 
Seated, left to right; Fred Gartner, 


Congress: 
anaging director; H. H. Me 
estbrook, advisory board 


~~ 


president; Robert R. W 
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1°) 
z assisting dealers with displays, 

Oo . . 
3s packaging, helping them to better 
a § serve their customers 
ana) 

Robert H. Westbrook 
5 
Last year has been the most dif- How well the independent hard- Week. According to the same deal- 


ficult in many to maintain sales 
volume. Minus signs that sprinkle 
the financial pages these days 
would tell us this even if we did not 
know it from our own day-to-day 
experiences. 

Shifting the economy back from 
war and defense production, 
drought in several large areas of 
the nation and the growth of dis- 
tortions in distribution with irreg- 
ular and cut-price operators en- 
croaching upon the retailing scene 
have been compounding our difficul- 
ties. They have called for extraor- 
dinary effort. 

Conditions of the past year have 
been totally new to those whose 
experience does not go back as far 
as the 1930’s and so great a change 
from the last 15 years as to be 
Practically new even for the older 
members of our craft. In the con- 
test for the consumer’s dollar, inde- 
pendent hardware retailing is prov- 
ing its mettle, 
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ware trade is performing currently 
is shown in our collected sales data 
reported monthly to members in 
our Hardware Trends. From a 4.5 
pet volume decline in January, com- 
pared with January, 1953, the trade 
has been pulling itself upward. The 
comparative standing at the end of 
April was 0.6 pct under the corre- 
sponding four months of 1953. 

Our Retail Hardware Trends 
showed that retail hardware store 
sales for April, 1954, were 1.4 pct 
above April, 1953. This was slight- 
ly better than the record of all re- 
tailing, which showed a 1.04 pct 
gain. It was in striking contrast 
with the drop of 5 pct in sales for 
the lumber, building and hardware 
group, as shown by Government 
figures. 

A factor figuring heavily in 
achieving this favorable result by 
independent hardware retailing 
was the sales gain during the eight 
business days of irha Hardware 


ers who report monthly to our 
trends tabulation, and whose re- 
ports made up the figure of 1.4 pet 
gain for the whole month, the sale 
increase for the Hardware Week 


period alone, compared with the 
corresponding 1953 period, was 
11.4 pet. 


Report data on Hardware Week 
activity indicated that about 6300 
dealers used newspaper advertis- 
ing, more than 3% million lines of 
it, and 5500 stores used over 13 
million broadsides prepared by our 
wholesaler friends. 

Many more got into Hardware 
Week this year than a year ago; 
many more, doubtless, will get into 
it next time. 

We are beginning to realize 
cumulative benefits of our national 
advertising campaign. The first of 
these was 1953 Hardware Week. 
Last fall saw independent hardware 
retailing again engaged in a na- 
tion-wide promotion tied in with 
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the do-it-yourself movement. Our 
national advertising set new rec- 
ords, our dealers locally aligned 
their stores in a manner to con- 
vince the country of the aggres- 
siveness of irha hardware stores. 


Dealers Flex Muscles 


Again this spring independent 
hardware retailing flexed its pro- 
motional muscles with a group na- 
tional advertising section using 
more local advertising than ever 
was concentrated on any one event 
in all retailing history. Sales re- 
sults for those who actively par- 
ticipated were fantastic. Individ- 
ual store volumes stepped up, 
doubled, tripled and even quad- 
rupled during the promotion period. 

The independent hardware trade 
is stepping ahead as a coordinated, 
directed, merchandising force with 
potentialities beyond anything we 
have ever dreamed. Its already 
demonstrated accomplishments are 
making it the prime subject wher- 
ever discussion turns to promotion- 
al achievement. 

The pace of sales in general, how- 
ever, has been lagging a little be- 
hind production. Finished goods 
are rolling off production lines 
faster than the combined efforts of 
all retailers can move them into the 


hands of users. As always, this con- 
dition has attracted the fast buck 
boys who trade on the good name 
and service of manufacturers and 
regular retailers and the gullibility 
of the public. 

Two classes have spread across 
the map at almost wildfire speed 
to annoy and threaten alike busi- 
nessmen in the largest cities and 
the smallest towns. One class is 
the discount sellers—operating by 
mail or from warehouse locations 
with no service and accepting none 
of the normal responsibilities of re- 
tailing. 


Competition Is Growing 


The other class is the itinerant 
auction outfit selling from a truck 
or a one-night stand in any pro- 
curable room, not only avoiding the 
normal services of established re- 
tailing but often evading local tax 
liabilities as well. 

By their price slashing of name 
brand goods they discredit estab- 
lished service retailers and by their 
switching and substitutions and 
other come-on gimmicks, they dupe 
and defraud their customers. 

Also diverting trade from estab- 
lished service channels are the in- 
dustrial purchasing departments 
buying at wholesale for employees, 
friends and neighbors. 

We also have the fair trade price 
breakers who delight in digging 
under the resale price agreements 
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of fair trade manufacturers, to 
many of whom do too little, if any- 
thing, to enforce their contracts, 

We hardware dealers are tired 
of suffering from the assaults of 
these marketing freebooters. Some 
of the things they do are illegal, 
some are borderline, and some are 
unfair practices that could be 
curbed by a little horse sense and 
backbone on the part of our sup. 
pliers. 


Independent hardware _ stores 
through the years have led jn 
efficient and economical distribvu- 


tion of hardware and related lines, 
moving the products of myriad 
manufacturers to multitudes of 
consumers at the lowest cost con- 
sistent with proper service. The 
hardware store has moved forward 
through various stages of advance- 
ment. 

Today independent hardware 
stores are taking the next forward 
step with quick service. This keeps 
and incorporates all the progress of 
the past in store modernization. 
You now find: 

The arrangement of fixtures to 
lead the customer past all the goods 
in the store. 


Makes Traffic Move 


Arrangement of merchandise t 
allow and encourage the customer 
to see, handle and price every item 
and make his own selection. 

Enough salespeople to give any 
information, advice or other as- 
sistance the shopper may require. 

In effect, the semi-self-service 
store of near perfection has de 
veloped through the past 50 years. 

A checkout point for completing 
the transaction by listing and re 
cording all the customer’s pur- 
chases quickly and accurately, saves 
time for both shopper and sales- 
people. 

Enough independent hardware 
stores have blazed the trail in the 
use of the checkout counter t0 
prove that in comparison with pre 
vious hardware store procedures it 
has these advantages: 

1. It pleases the public in this 
age of speed when many know * 
can determine what they want t0 
buy and like to complete theif 
shopping and be on their way. 

2. It satisfies those who want the 
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help of competent salespeople in 
selecting. merchandise to fit their 
needs. 

3. It doubles or triples the num- 
ber of customers who can be served 
by each employee. Studies show 
150-200 customers served per em- 
ployee per day compared with 30-75 
with self-selection and no check- 
out. 

4, It increases the amount of 
sales per employee. Studies indi- 
cate annual volume per employee 


of $30,000 compared with $18,000 
with semi-self service. 

5. It reduces the cost of sell- 
ing. Statistics indicate expense as 
a percentage of sales reduced from 
26 to 21 pet. 

We are happy to note that our 
suppliers are giving more assis- 
tance in the form of displays to 
help customers with self-selection 
and with factory packaging which 
saves dealers the work of packag- 
ing at time of sale, or when ar- 
ranging goods for display. 


We understand our responsibility 
to find and stock the merchandise 
our customers need and to make it 
available to them where and when 
they want it, under conditions of 
service and at a price pleasing and 
fair to them. We will devote 
ourselves to achievement of that 
purpose. And whenever we see 
transgressions of the rules of fair 
play and fair treatment of 
sumers we will assert ourselves in 
the courts or in petitioning our 
lawmakers to correct these abuses. 


con- 
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Managing Director's Report 





by Russell R. Mueller 


indianapolis, Ind. 
Managing Director 
NRHA 


Five principal points for the as- 
sociation’s program for 1955 were 
outlined by Russell R. Mueller, 
managing director of NRHA, at 
the closing session of the 55th an- 
nual Congress. 

Aids to be offered to members in- 
clude: 

l—Additional research and de- 
velopment of instalment selling. 

2—Several industry-wide promo- 
tion ventures including a national 
do-it-yourself program in the fall. 

3—Increased work on developing 
fair trade practices, some through 
sponsorship of model legislation. 

4—Expansion of such dealer aids 
as consulting services, employee 
training courses, market analysis 
reports and assistance in packag- 
ing improvement. 

5—A new sales-planning service 
through special syndicate store 
study work. 

Of the board of directors, he 
said, “This governing body, with a 
Policy of greater services to the 
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membership yet faced with the re- 
sponsibility of meeting the costs of 
rendering additional services, found 
that with services comes new inter- 
est— industry activity support— 
and increased funds with which to 
work. 

“Since this policy has been in 
effect, the gross sales and operat- 
ing budget of the national asso- 
ciation has been increased by $1 
million. 

“The association has laid the 
groundwork for even greater ven- 
tures in the coming year.” 

Another phase, he said, “Will 
find manufacturers developing bet- 
ter packaging through use of the 
association’s laboratory store and 
consulting service. 

“A new booklet, incorporating 
the research and study on instal- 
ment selling along with forms 
needed to get into this business will 
soon be promoted by the associa- 
tion. A correspondence course for 
the training of employees will be 





Russell R. Mueller 


available by the first of the year.” 

He further said that, “Special 
syndicate store-study work will be 
done to improve the items recom- 
mended for promotion through 
what will be known as a sales plan- 
ning service. Irha activities will 
increase, including a mat program 
and releases to some 1800 news- 
papers on how to do things about 
the home, instructing the reader 
to secure these items at his local 
independent hardware store. Do- 
it-yourself will break this fall. 

“Our trade director will make 
calls on manufacturers . . . and 
model legislation is being pre- 
pared.” 
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the new NRHA president. . . 





A. B. Hill 


Abner B. Hill, “A.B.” to his friends, of Ports- 
mouth, Va., was elected president of the National 
Retail Hardware Association at its 55th annual Con- 
gress in San Francisco. 

A native of the Old Dominion State, A. B. Hill has 
been a hardwareman since 1920, with the exception 
of two years service with the 317th Infantry during 
World War I. 

He was born Nov. 19, 1892, on the family farm 
at Republican Grove, Va., and received his formal 
education in the public schools of Halifax and Pittsyl- 
vania counties. Later he took special courses with 
the International Correspondence Schools. 

His first association with the hardware business 
was as an employee of the King Hardware Co.., 
Atlanta, Ga., wholesalers and retailers. After World 
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War I he became an employee of Ben Jacobson Hard- 
ware Co., and later of the Robertson Hardware Co 
of Portsmouth. In 1929 he and Otis J. Hawks pur- 
chased the Hawks-Maupin Hardware Co. of Ports- 
mouth, re-organizing it as Standard Hardware Co. 
with Mr. Hill as its president. 

Standard Hardware just recently celebrated its 
silver anniversary. The firm is particularly active in 
the contract builders’ hardware field; and has long 
featured nationally advertised merchandise. 

A. B. Hill is a past president of the Virginia Retail 
Hardware Association and a member of its advisory 
board. He was elected to the board of governors of 
NRHA seven years ago, and has served as a member 
of its national advertising committee and of its 
legislative committee. 
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addition to his extensive record collection. 


He was married in 1924 to Miss Mabel Nancy 
Thomas of Danville, Va. Mr. and Mrs. Hill and their 
son, Wendell Wayne, are very active in a wide variety 
of civic affairs and in the Baptist Church and its Sun- 
day School. Wendell, a sophomore at the Oberlin 
(Ohio) Conservatory, is a highly talented pianist, 
organist and clarinetist, and has on numerous occa- 
sions entertained delegates at NRHA Congresses and 
at the meeting of the Virginia association. 

In addition to this interest in hardware association 
work, A. B. Hill is a member of numerous business- 
men’s groups, the Veterans of Foreign Wars and the 
American Legion. He is a director of the Bank of 
Virginia and of the Portsmouth Community Chest, 
having directed two campaigns for the latter activity. 
He is vice-president of the Tidewater Automobile As- 
sociation, is a past president of the Portsmouth 
Kiwanis Club and past commander of the Portsmouth 
Post of VFW, as well as a past department com- 
mander. 

He was for six years chairman of Selective Service 
Board No. 2, Norfolk County, for which he received 
the American Legion Award, and citations from the 
President of the United States and the Governor of 
Virginia. He also organized the local VFW Drum 
and Bugle Corps, and has served as its drum major. 

In addition to his other business and civic activi- 
ties he helped to formulate plans for erection of a 
modern band building at the local high school. He 
also assisted in raising funds for outfitting the High 
School of which Wendell was assistant band director 
for two years and a clarinetist for four years. 

Mr. and Mrs. Hill have given freely of their time and 
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A. B. Hill, and Mrs. Hill, look on as their son Wendell tells of a recent Modern front of Standard Hardware, of which 


Mr. Hill is president. 


talents and have opened their home for the entertain- 
ment of members of the Armed Forces on leave in 
Portsmouth. A. B. Hill sponsored establishment of a 
Veterans Service Center and is treasurer and a mem- 
ber of its Board of Managers. He helped organize the 
local USO, and has been chairman of its operating 
committee from its inception in 1941 to the present 
time. 

In 1951 he was named as the 1950 First Citizen of 
Portsmouth by the Portsmouth Lodge 898, Loyal 
Order of Moose, and received a life membership in 
that organization at the same time. He is vice-presi- 
dent of the Tidewater Council of the Boy Scouts of 
America, and recipient of the Silver Beaver—highest 
award of a local council. The Portsmouth Rotary Club 
awarded him a citation in 1947 for Distinguished Ser- 
vice to Boyhood. ; 

He was instrumental in starting Send-Off-Parties 
for local young people entering the Armed Forces. He 
was honored with a citation from the Norfolk Journal 
and Guide, a daily newspaper for colored people, for 
his efforts in promoting inter-racial goodwill. 

Mr. Hill has been a member of a Men’s Bible Class at 
the YMCA for many years. He was chairman of the 
Planning and Building Committee of his former 
church since 1931, during which time a new church 
was erected as well as a later addition, and a three- 
story educational building. For 21 years he had served 
as general superintendent of the Cradock Sunday 
School. Mrs. Hill had been superintendent of the 
Junior Sunday School for 28 years, until her recent 
resignation from that responsibility. 
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Is It Smart to Sell for Cash? 





by John F. Spaulding 
General Sales Manager, 
Black & Decker Mfg. Co. 
Towson, Md. 


* ,. home owners want materials, 
tools, equipment, advice, plans 
99 


and time payments... 


Cash vs. time-payment, or budget 
plan selling, is the greatest problem 
facing our industry today, in my 
opinion. 

I asked Russ Mueller’ what 
would happen if the 23,000-odd 
members of NRHA were to have an 
open-end credit plan, similar to 
those used by Sears-Roebuck, Mont- 
gomery-Ward, and others. He esti- 
mated that it would raise the level 
of business during the first year in 
operation by 25 pct. To grasp the 
magnitude of the 25 pct increase 
in the national hardware business 
of 1953, and probably in 1954, we 
are talking about a cool $1 billion. 

Credit has the 
most revolutionary element in our 
economy. Consumer credit has in- 
creased from $8 billion in 1940 to 
$27 billion in 1952, and is rising 
at the rate of $500 million per 
month. Credit buying has become 
such a habit and such an accepted 
practice that two out of every three 
tars are sold on this basis; 53 pet 
of all department stores’ sales are 
on a credit basis. 

There is an article in the May 
issue of Pathfinder entitled “Want 
to Borrow—It’s Easy Now.” A car 
toon with the article shows Mr. and 
Mrs. Consumer walking 
typical shopping street past stores 

inviting them to come in and 
purchase various wares. The group 


buying become 


down a 


includes a mortgage company, ad- 
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vertising low interest rates, a bank, 
an auto show room “longer time to 
pay,” an appliance store, “no down 
payment.” 

The fact that there is no hard- 
ware dealer in the group gives sig- 
nificance to the question, “Is_ it 
smart to sell for cash?” 

Will you hardware dealers, sell- 
ing for cash, be able to fight this 
tremendous onslaught of merchan- 
dising and promotional ideas? If 
attempt to, you will deprive 
yourself of the tremendous growth 
possibilities that lie in the hard- 
ware field. You will deprive your- 
self of means of increasing store 
traffic and expanding your lines 
and service to a greater degree 
than would be possible any other 
way. 


you 


Must Perform Function 

Historically, no endeavor is go- 
ing to run the hardware store out 
of business. Sears, Ward and West- 
ern Auto Supply have all had their 
innings in the hardware field, but 
the hardware dealer still remains. 
Next the super market started to 
merchandise various hard lines, but 
the hardware dealer remains in 
business. The latest group to take 
a crack at the hardware dealers is 
the discount which have 
come into being since merchandise 
have been practically 


houses, 


searcities 
eliminated. 





John F. Spaulding 


The hardware dealer will remain 
in business just so long as he per- 
forms an economic function—and 
no longer. The hardware store per- 
forms a service no other could per- 
form. It is the shopping center for 
practically item in home 
maintenance and repair. 

I would liken the industry to a 
sleeping giant. If that giant ever 
wakes up and realizes its tremen- 
dous potentials through consumer 
credit in its field, there will be an 
economic revolution in this country. 

Nothing in the past 50 years has 
done more to focus attention on the 
hardware store than the fast-grow- 
ing do-it-yourself market. I think 
that we fail to realize the fact that 
it is tied so closely with the subject 
of my talk, “Is it smart to sell for 
cash?” 

The movement, encouraging the 
home owner to undertake on his 
many of the jobs that have 
been traditionally considered the 
sacred right of carpenters, plumb- 
ers, electricians and other artisans, 
is bringing potential customers by 
the millions into your stores. They 
want materials, equipment, 
advice, and 
and offer you a made-to-order Op- 
portunity that should be one of the 
most clinching arguments in credit 
selling that could be demonstrated. 

In a letter to me by your director 
Harry A. 
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Harlan, he states that 18.4 pct of 
the customers coming in your 
stores are under 25 years of age; 
47.16 pet of the customers are from 
95 to 40; and 34.41 pct are over 41 
years old. This indicates that your 
stores are getting the majority of 
the group who can afford to pay 
cash; but by the same token, a 
large majority of those same cus- 
tomers who buy for cash have ac- 
quired the majority of their capital 
wants. Consequently, if over 81 
pet of your customers are in that 
bracket, it indicates very clearly 
that you should be making an effort 
to gain business from younger cus- 
tomers. 


Want Finance Plan 


Keep in mind that the younger 
customer must finance. He is a 
ready buyer, with good income in 
most cases, but his reserves do not 
allow him to pay cash. 

This do-it-yourself movement is 
too enticing and too profitable to 
be left alone by other types of mer- 
chants. 

In spite of your natural ability 
and traditional training to serve 
this market, these other dealers are 
skimming the cream off much of 
the big ticket merchandise for the 
simple reason they are selling on 
time. 

We believe that the system of 
competitive selling is based on the 
fact that people buy where they 
get the best deal. The best deal is 
acombination of these factors: (1) 
availability of items and brands 
desired, (2) convenience of store— 
and parking, (3) price, (4) service 
and (5) ability to make deferred 
payments. 

The majority of your potential 
customers are in lower and middle 
income brackets, and in younger 
and middle age brackets. They 
want, and must have, the things 
you have to sell. Due to young 
families and medium incomes, a 
high percentage of that income is 
committed on time-payment for 
home, furniture, car and many 
other necessities or luxuries. 

As one dealer told me, “Most of 
my customers have already put 
most of the week’s wages into 
time-payments before they ever get 
tomy store. They just haven’t the 
cash to buy big-ticket items.” 
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You’ve got to give them credit, they 
want it, they need it—and can’t 
buy without it. Unless you offer it, 
they will buy from the person who 
does. 

The hardware industry is finan- 
cially healthy. Study reveals that a 
large proportion of it is in a very 
sound position. However, volume 
has not been rising at that rate of 
many other retail businesses. I do 
not need to tell you store expenses 
are up; I also don’t need to empha- 
size that net profit is down. One 
of the best answers to combating 
these problems is the big-ticket 
item, where large dollar profit is 
earned by single unit sales. Yet 
most of these products can be 
bought conveniently in other out- 
lets. 

The hardware industry as a 
whole lacks the formalized credit 
convenience of other industries. 
You must gain such facilities if 
you intend to exist in the hard-sell 
economy that is here today—and 
will no doubt be with us from 
now on. 


Big Stores Offer Terms 

Some time ago I was talking to 
the hardware manager of the local 
Sears-Roebuck store in Baltimore. 
He stated that over 50 pet of their 
power tool sales were on credit or 
installment buying. There are no 
complete facts on the dollar volume 
of portable and stationary tools 
manufacturers sell to the consumer 
trade. Estimates range from $100 
million on up. 

But regardless of what the final 
conclusion is as to the dollar vol- 
ume—it is Sears-Roebuck’s experi- 
ence that 50 pct of their power 
tools are being sold on the open-end 
credit plan. It would indicate that 
there is in this segment in the 
volume alone—at the very least $50 
million worth of business. 

Don’t forget the credit risk in 
selling large ticket items is much 
minimized today. The top prospect 
in today’s market is the Do-It- 
Yourself home owner—who is a 
very acceptable credit risk. Remem- 
ber that the customer needs credit, 
the hardware store needs credit 
business, and the hardware store 
can offer credit. 

When you force people to go else- 
where to buy power tools and other 
large purchases for so much down 
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and so much a week—you are liter- 
ally forcing yourself out of the best 
segment of the business. 

Installment buying is as Amer- 
ican as baseball, and it is as sound 
as our whole system of free enter- 
prise, 

The antiquated conception that 
debt is shameful went out with 
hobble skirts and much of our cher- 
ished standard of living is the 
result of sound, readily-available 
installment financing. 

To prove its soundness, I quote 
from statistics recently developed 
by the market research department 
of J. Walter Thompson Co.: 

“The shift in family income dis- 
tribution has resulted in a much 
more rapid growth in ‘discretion- 
ary income’ than in the ‘disposable 
income.’ While disposable income, 
after taxes, is often used as a mea- 
sure of consumer purchasing pow- 
er, it fails to reflect the truly 
dynamic force of millions of fami- 
lies moving upward in income 
groups and facing opportunities 
for substantial revision of their 
standard of living. The discretion- 
ary income is a better reflection of 
changing opportunity.” 

Using 1940 as the base year for 
living standards, the trend in costs 
of maintaining an equivalent 1940 
per capita basic living standard for 
the necessities of food, clothing 
and shelter for our entire popula- 
tion has been traced from 1929 to 
1953. 


Reflects Changed Trend 


In 1940 when our, total dispos- 
able personal income after taxes 
was $75.7 billion, our population 
used $49.2 billion of this for basic 
living costs—in other words, the 
necessities. The remaining $26.5 
billion was available for all other 
items making up the 1940 stand- 
ard of living or savings. $3.7 bil- 
lion of this personal 
savings in 1940. 


represented 


To maintain the same standard 
of living per capita for necessities 
in 1953, at present inflated prices, 
would require $114 billion instead 
of $49.2 billion, 
creased prices of these necessities, 


because of in- 














At the ladies’ luncheon held on the "Top of the Mark" on Wednesday. 


and because of the increased popu- 
lation to feed, clothe and shelter. 
This $114 billion would, however, 
provide for the same consumption 
in physical units per person and of 
the same quality as in 1940. 

3ut disposable personal income 
in 1953 (third quarter) was esti- 
mated at the annual rate of $252 
billion—even after the increase in 
personal taxes. So the consuming 
public has $138 billion—or over 
five times as much in the form of 
buying power—over and_ above 
what is needed to provide the ne- 
cessities for a 1940 standard of 
living. This five-fold greater dis- 
cretionary buying power is avail- 
able to individuals to provide for 
increased savings, additonal items 
not enjoyed before, or improve- 
ment in the basic standard of liv- 
ing in the form of more or better 
quality food, clothing and shelter. 


Increases Buying Power 

The extent to which this new dis- 
cretionary spending power is used 
to expand purchases of any par- 
ticular product classification will 
depend on how desirable this prod- 
uct can be made to the consumer in 
competition with other possible 
uses of the discretionary income. 

The opportunity exists today for 
this discretionary income to in- 
crease to $160 billion in 1954-55— 
or six times pre-war levels. 


52 


At no time have we experienced 
such volume of this so-called dis- 
cretionary income. The amount in 
1929, for example, was only $26.9 
billion—and was even lower in the 
period between 1929 and 1939. 

Upward adjustment in redistri- 
bution of income results ina dispro- 
portionate increase in discretionary 
income. After needs are met for 
so-called necessities, income which 
remains is both an index of oppor- 
tunity to raise the standard of liv- 
ing and a highly volatile new fac- 
tor in the economy. 

With the disproportionate growth 
of discretionary income, this now 
represents 55 pet of the expanded 
total of disposable personal income 
after taxes—which in our best pre- 
war year represented only 35 pct. 

But it takes time for a family to 
move from a cabbage to an arti- 
choke standard of living. There is 
psychological inertia to change, 
and in overcoming that resistance 
and hastening an upward adjust- 
ment to the higher living standard 

-there is much hope for sustain- 
ing markets. 

According to our best banking 
standards today, consumer credit 
could expand safely by 75 pct, and 
become a tremendously important 
part in encouragement of an ad- 
vanecing standard of living. The 
present level of consumer credit is 
quite low in relation to this dis- 
cretionary income—it represents 


only 18 pet as compared with tip 
prewar 1940 ratio of 31 pct. 

There is nothing magic in the 
1940 relationship of 31 pct. Ther 
was, at that time, no particular 
evidence of strain on credit repay. 
ments, perhaps even then this rati 
could have been higher had we 
been able to sell it. But accepting 
the 31 pct of discretionary income 
as a conservative relationship for 
consumer credit would mean that 
total consumer credit outstanding 
could be increased 75 pct without 
exceeding the 1940 relationship. 

Total debt of consumers at about 
$89 billion today, including home 
and farm mortgages—as well a: 
consumer credit—is low in relatior 
to present income and accumulated 
savings. It could expand by one- 
third before reaching the 1940 rela- 
tionship. 

Other outlets are selling large 
ticket items that you offer today, 
including a newcomer to our econ- 
omy—known broadly as the dis- 
count house. The accepted defini- 
tion of a discount house today is 
that it is a retailer who puts up 
a wide variety of nationally, or 
semi-nationally, known merchan- 
dise and sells it on a cash-and-carry 
basis at a price lower than that at 
which most hardware stores can 
sell it. 


How They Do It 


“How does he do this? Some 
times he is able to offer a better 
price because he buys quantities 
of distress merchandise, but mostly 
he is able to do this on nationally 
advertised brands of merchandise 
by offering none of the services 
that you can offer. 

I have visited a number of dis- 
count houses, and I find that in- 
variably their sales staff is of the 
very poorest caliber, knowing prac- 
tically nothing of the merchandise 
they are selling. Everything is 
strictly cash on the barrel-head; n0 
returns; no adjustments. All of the 
complaints that I have heard from 
hardware dealers about discount 
houses have come from stores that 
do not sell on time! Price becomes 
a very secondary factor when the 
terms are attractive! 

Not long ago I was in New 
Orleans, attending the Southern 
Wholesale Hardware convention 
Our New Orleans manager asked 


HARDWARE AGE, AUGUST 5, 1954 





me if I 
retail cu 
tomer t 
store. 
The . 
downtov 
tremely 
dow dis; 
style—a 
On ente 
acquaint 
He cc 
floor, wl 
an exhil 
as I hav 
All po 
that the 
All the 
attracti\ 
Every it 
much d 
much a 
courteou 
I aske 
tions a 
thing I 


|= 


by 


Tre 


NR 


Most ( 
the asso 
Departm 
activity. 

At the 
our prog 
establish 

First, 


HARDW: 


red with the 
31 pct. 
nagic in the 
1 pet. There 
10 particular 
credit repay. 
1en this ratio 
her had we 
gut accepting 
Mary income 
ationship for 
d mean that 
outstanding 
pet without 
ationship. 
ners at about 
luding home 
—as well as 
w in relation 
accumulated 
and by one. 
he 1940 rela- 


elling large. 
offer today, 
to our econ- 
as the dis- 
epted defini- 
use today is 
vho puts up 
ationally, or 
n merchan- 
sh-and-carry 
than that at 
stores can 


> It 


his? Some 
fer a better 
3 quantities 
, but mostly 
n nationally 
merchandise 
the services 


nber of dis- 
nd that in- 
iff is of the 
owing prac- 
merchandise 
erything is 
rel-head; no 
s. All of the 
heard from 
ut discount 
stores that 
‘ice becomes 
r when the 


as in New 
e Southern 
convention 
1ager asked 


UST 5, 1954 





me if I would call with him on a 
retail customer—and the retail cus- 
tomer turned out to be a jewelry 
store. 


The jeweler has a very good 
downtown location, with an ex- 
tremely attractive store, fine win- 
dow display, interior done in high 
style—and a very attractive layout. 
On entering the store, I made the 
acquaintance of the owner. 


He conducted us to his second 
floor, where there was as complete 
an exhibit of do-it-yourself items 
as | have ever seen. 


All power tools were displayed so 
that they could be demonstrated. 
All the materials he handled were 
attractively displayed and priced. 
Every item had a ticket on it—so 
much down—so much a week—so 
much a month. The store staff was 
courteous and efficient. 

I asked Mr. Dealer a few ques- 


tions about his business. One 
thing I wanted to find out was 


what the hardware dealers in New 
Orleans thought of this operation. 
The jeweler said, “Well, I’m afraid 
they don’t like me.” “But,” he 
said, “They should, because I sell 
at the same price they do, using 
the manufacturers’ established list 
prices in every case and I sell to 
people who are not their custom- 
ers.” 

The jeweler said, “Mr. Spauld- 
ing, most of the hardware dealers 
in New Orleans sell for cash. In 
consumer business today there are 
two segments—the cash buyer we 
never see. So, when we run a full- 
page ad in the New Orleans Times- 
Picayune, we are advertising for 
every dealer you have in metropoli- 
tan New Orleans, and I don’t feel 
that we are doing them a single bit 
of harm.” 

I would like to stress the main 
advantages that I have tried to 
outline: 

1—Credit encourages purchases 
otherwise out of reach. 
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2—It enables you to offer a pack- 
aged home improvement project, 
including all materials, tools and 
equipment. 

3—It holds the “do-it-yourself” 
customer where he belongs and 
where he can actually get the most 
complete service in your store. 

4—It builds store traffic by 
bringing your credit customers 
back regularly to make payments. 
In a credit jewelry store I have 
always noticed that the cashier 
is at the rear of the store, thereby 
exposing the customer to all the 
sales promotion they can muster 
while he is going back to make his 
payment. 

5—By using an open-end credit 
contract, you can extend your ser- 
vices to these credit customers in- 
definitely. 

Install a credit sales system. 


We Roll Up Our Sleeves 





by William G. Mashaw 


Director 
Trade Relations 
NRHA 


~.,.. fair trade contracts which 


lack full enforcement are far 


worse than no fair trade at all...” 


Most of you are now aware that 
the association’s Trade Relations 
Department is its newest service 
activity. 

At the outset of the planning of 
our program, three principles were 
established: 

First, that our objective would 
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be to promote clean competition by 
combating illegal, unfair and un- 
ethical competitive practices 
wherever they might be. Second, 
that all our actions would be with- 
in the framework of existing law 
as interpreted by our legal counsel. 
Third, that we would defend to the 





William G. Mashaw 


limit any attack against our ef- 
forts. 

All of our undertakings conform 
to the advice of counsel as set forth 
in a procedural document. Before 
engaging in any activity not cov- 
ered by that procedural document, 
the proposed action is first cleared 
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by our appointed legal counselors. 
We are organized to: 
(1) Receive and 


analyze com- 
plaints from our members. 
(2) Determine from the facts 


whether federal, state or municipal 
laws have been violated. 

(3) Advise our dealers whether 
legal or other action can be taken. 

(4) Conduct discussions and cor- 
respondence with producers and 
suppliers involved ir. our dealers’ 
complaints. 

(5) Assist in before 
proper federal or enforce- 
ment and administrative agencies 
information and_ evidence 


placing 
state 


neces- 


sary for their investigation and 
action against violators of such 
laws. 


(6) Prepare model laws and or- 
dinances, and work with state or 
regional association secretaries in 
petitioning for legisla- 
ton. 


desirable 


(7) To work with other trade 
groups and organizations in pro- 
moting clean competition. 

On May 3 each association mem- 
ber was mailed a brochure bearing 
the title, Let’s Have Competition 
... But Clean. He was also fur- 
nished copies of complaint forms 
for use in reporting local instances 


of unfair competitive practices. 
The 16-page clean competition 
booklet specifies the things a 


dealer can and cannot do legally 
in combating local conditions. It 
gives you fundamentals upon which 
to proceed. It describes many of 
the common objectionable practices 
and their legal implications. 

We all know that competition is 
the life of trade . if it’s clean. 
Otherwise competition becomes 
brutal and unbearable. Being a 
contest for public patronage, the 
same as any other game it must 
be played according to accepted 
rules of conduct. 

The public wants and is entitled 
to have competition and freedom of 
choice. But the public does not 





stand it. 


managing director. 








NRHA Greets Alben W. Barkley 


Aiben W. Barkley, Paducah, Ky., former vice-president of the 
United States, told the final session of the convention that, “If 
we have good politics and good government, we may have good 
economics. If we have bad politics and bad government, we may 
have bad economics, and the reverse is true also. 

“While it is true that there are many mysterious international 
conferences and international relations, I have always found 
the American people willing and even eager to support our gov- 
ernment in its foreign policy if they know what it is and under- 


“If we are to be the leader among the free nations to preserve 
human liberty and economic opportunity, we must act like one.” 


STC 


Left to right are: Robert H. Westbrook, retiring NRHA president; Mr. 
Barkley; A. B. Hill, new NRHA president and Russel! R. Mueller, NRHA 














want to be misled, cheated or im. 


posed upon. It’s self-evident that 
the merchant who takes unfair ad. 
vantage of a competitor is equally 
quick to take advantage of the cus. 
tomer. Many of the rules for 
ciean competition are spelled out ip 
city ordinances, state and federal] 
laws, and in court decisions. Ip 
spite of these established rules and 
rulings, illegal and unethical be- 
havior continues to the detriment 
of every fair-playing retailer. 

Your complaints show that our 
principal sources of unethical com- 
petition are discount houses selling 
either directly or through mail or- 
der catalogs, industrial concerns 
maintaining purchasing’ depart- 
ments and selling to their em- 
ployees at wholesale prices, pre- 
mium scheme promotions by super 
markets through which hardware 
goods and other non-grocery items 
are sold to the grocer’s customer 
at prices approximating our deal- 
ers’ cost, and transient auctioneers 
who move about the country selling 
new merchandise. 

All of these operations habitu- 
ally and flagrantly violate fair 
trade price agreements. 


Dealers Are Complaining 

Nearly one-third of our dealer 
complaints relate in some manner 
to discount house operations. Their 
very existence depends in a large 
measure upon fair trade pricing 
and fair trade laws, which they 
violate every day. 

They are dependent 
legitimate retail dealer who has 
displayed, advertised, sold and cre- 
ated a market for products and 
established a price from which to 
discount. Price cutting of fair 
traded, nationally advertised, 
brand name merchandise is the 
come-on for overpricing other mer- 
chandise. 


upon the 


volume 
alone 


Discount houses attract 
sales through low price 
They contribute nothing to create 
demand for a product, assume 20 
responsibility for maintenance 
service expected of most retailers, 
and live like leeches off the efforts 
of producers and ethical retailers 
Forty-five of our states have 
passed Fair Trade laws. With such 
laws in existence we wonder wh! 
price cutters are allowed to col- 
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tinue violating fair trade agree- 
ments 

Our records show almost 200 
producers of products commonly 
jandled through hardware stores 
jave fair traded their products. 
Many of these fair trade con- 
tracts do nothing more than serve 
as a noose around the neck of the 
law-abiding retail merchant. Fair 
Trade contracts which lack full en- 
forcement are far worse than no 
fair trade at all. 

Fair Trade laws are passed to 
enable a manufacturer to protect 
his good name, trademark and 
price structure, and to enable the 
retailer to receive a fair margin of 
profit. If it is a producer’s prop- 
ety rights that are protected by 
fair trade agreements, then it is 
his duty to police the field and 
bring the predatory price cutter to 
justice. Failure of a manufacture 
to realistically enforce fair trade 
agreements can’t help but be a sure 
method of ultimate  self-destruc- 
tion. 


Want to Know Friends 


The expense and effort involved 
in enforcement are small matters 
when compared to the vast sums 
expended in producing and mar- 
keting a brand name product. 

Our dealers say they are in- 
terested in knowing who their 
friends are. They say they judge 
a manufacturer or supplier by his 
actions and not his words. In this 
regard I am reminded of a situa- 
tion which was brought to light re- 
cently. A large discount house op- 
erator in the East filed a voluntary 
petition in bankruptcy. 

A member of our industry went 
to the bankruptcy court and 
checked the records. He was well 
rewarded for his efforts. The 
identity of the creditors and the 
amounts involved were shocking. 
The volume of business involved in 
this operation is indicated by total 
accounts payable of $279,334.56. 
By actual count 79 manufacturers 
of items commonly found in inde- 
pendent retail hardware stores 
were involved. Many of these pro- 
ducers are ones which make state- 
ments about their lily-white sales 
Dlicies. Our 79 hardware manu- 
facturers lost $116,773.20 to this 
discounter. 

From upper New York State one 
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of our members informed us that 
he wrote a prominent sporting 
goods manufacturer inquiring as 
to whether that manufacturer 
knew his products were being ad- 
vertised in the premium catalog of 
a chain super market. The manu- 
facturer answered that this super 
market was not one of the pro- 
ducer’s customers and that un- 
doubtedly the super market was 
obtaining supplies from one of the 
manufacturer’s unidentified distri- 
butors. 


Finds Answer is False 

This answer was somewhat ac- 
ceptable until the dealer read a 
news story regarding the arrest of 
two individuals charged with theft 
of an interstate shipment of goods. 
The story contained an announce- 
ment by the head of the federal 
agency making the arrest to the 
effect that the interstate shipment 
involved sporting goods’ being 
shipped from a midwest factory 
of a sporting goods company to 
a local super market. The manu- 
facturer was the one with whom 
our dealer had been in correspon- 
dence. 

While discount houses selling di- 
rectly to the customer prevail in 
metropolitan areas, mail order dis- 
count houses flood the small towns 
and farm country with so-called 
wholesale catalogs. No one knows 
the number of discount houses in 
operation or the volume of business 
they do. Estimates vary from 10 
to 20,000 stores in operation. 
There are said to be more than 
2,000 such operations in the New 
Yory City area alone and at least 
200 in the vicinity of Los Angeles. 
150 mail order discount houses are 
said to have headquarters in Chi- 
cago. 

Any supplier can recognize a 
catalog discount house by reading 
the so-called wholesale catalog and 
the literature he mails. There is 
no question but what these individ- 
uals are masters in hiding their 
sources of supply. In face of the 
conditions which prevail today, 
however, what manufacturer can 
convince his established customers 
that he does not have the duty to 
police his channels of distribution? 

Discounters realize they are in a 
fight and they’re on the defensive. 


Early this year discounters in the 
New York area formed an associa- 
tion called the National Associa- 
tion of Discount Merchants. Fol- 
lowing suit, discounters in the Los 
Angeles area met in May and or- 
ganized the Discount Dealers of 
Southern California. Although 
they have evidenced little activity 
other than words, these groups 
plan to pool their resources in pro- 
moting public relations, group ad- 
defending fair 
their 


vertising, and in 
trade suits brought 
members. 

The New York group has filed 
a complaint before the Federal 
Trade Commission charging a New 
York wholesaler with engaging in 
an unfair trade practice because 
the wholesaler made a public state- 
ment to the effect that he would no 
discount houses. 
house associations 
establish 


against 


longer sell to 
These discount 
say they would like to 
rules of conduct among their mem- 
bers. In proper situations our at- 
torneys plan to submit briefs as a 
friend of the court in fair trade ac- 
tions brought by manufacturers in 
which our members have an in- 
terest. The discount 
their association is going to aid in 
the defense of its members in- 
volved in fair trade suits. In the 
not too distant future we might see 
a case in which briefs are filed by 
both the National Retail Hardware 
Association and the National As- 
sociation of Discount Merchants. 


dealers say 


Follow Unfair Policy 

Pernicious and unfair is the 
practice of industrial concerns who 
utilize their facilites as a purchas- 
ing department through which em- 
ployees can buy products at or 
near wholesale prices» I am _ not 
referring to companies who like 
having their products used by 
their employees and sell to their 
employees at substantially less 
than retail prices. I am referring 
to the use of the industrial pur- 
chasing department as an agency 
for obtaining for employees prac- 
tically every product on the mar- 
ket. 

Minnesota, Wisconsin, Ohio, II- 
linois, Pennsylvania and Michigan 
have enacted laws prohibiting this 
type of parasitical buying. Such 
laws make it illegal for a concern 
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to sell goods not handled in its 
usual course of trade. Picture the 
effect upon independent retailers 
in a community in which a large 
industrial concern, employing a 
sizable percentage of the local 
working population, decided to 
make its purchasing department a 
retail outlet for its employees. 

A midwestern dealer from a 
town of 2,000 population informed 
me the other day that seven small 
factories in his town employed 
most of its adult population. He 
stated that each of the factories 
made purchases for its employees. 
After the employees’ families and 
neighbors were supplied, his city 
had about 900 sidewalk wholesalers 
walking the streets. Such activi- 
ties have gone so far as to become 
a point of bargaining with unions. 
Many companies would welcome 
laws to relieve them of this nuis- 
ance activity. 

I am sure that any manufacturer 


or supplier would be able to sepa- 
rate his legitimate industrial ac- 
counts from those who are obvious- 
ly purchasing for their employees. 
Similar problems are presented by 
employee purchasing clubs formed 
among local, state and federal ci- 
vilian employees. 

There are a few here who are 
not yet faced with a super market 
which offers its customers a cata- 
log out of which they can buy many 
hardware items at prices at or be- 
low dealer cost. It seems that the 
grocery stores in competing for 
business cannot profitably further 
cut prices on groceries, and have 
now resorted to giving away hard- 
ware goods at cost to entice cus- 
tomers into their stores. 

This ruins potential sales for the 
independent hardware dealer and 
also gives the consumer an untrue 
picture of the retailers’ true profit 
and makes our dealer a robber in 
the eyes of his customers. 

Any producer who supplies these 
premium schemes with his fair 
traded products does it knowing 
that his fair trade agreements with 


established retail outlets are going 
to be violated. 

Many manufacturers won't al- 
low their products to appear in a 
premium catalog. They realize 
that premium schemes come and 
go and that the time will come 
when some of those who have been 
tempted will be looking for a mar. 
ket for their products. 

A few weeks ago a national 
trade publication stated that pre- 
mium promoters expected to sell 
$300 million worth of goods 
through super market premiums in 
1954. 

We are going to tell our dealers 
about local problems. Use your 
trade relations department 
clearing house for your complaints. 

We are going to conduct corre- 
spondence and discussions with 
manufacturers and suppliers whose 
products are involved in our dealer 
complaints. Where possible, we are 
going to work to strengthen legis- 
lation in this field. 

Where proper in fair trade cases, 
we will submit a supporting brief 
as a friend of the court. 


as a 


It Isn't Raining Everywhere 








by Arthur L. Scaife 


Manager, 

Sales Planning 
General Electric Co. 
Bridgeport, Conn. 
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« .. the distribution battle 
will be won by the individual 


dealer in his own, store... 


The only thing normal is change. 
Today it is the discount house. If 
we cannot go through it somehow, 
we will go around it. 

Remember that the battle of dis- 
tribution will be won only by the 
individual dealer in his own store. 
The work has to be done by him- 
self. 

Instead of looking for short cuts, 
look at the local job and what you 


” 


expect to accomplish. Although 
self-service helps attract attention. 
it is necessary to do service selling 
on other lines. To make profits, 
do a better job of selling or reduce 
your expenses. 

Some self service stores are 
questioning whether they should 
provide some semi service assis 
tance, because they find the value 
of self service is chiefly in the sale 
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of impulse items in their stores. 

To determine which goods best 
lend themselves to self service sell- 
ing, consider the varieties offered, 
the way the customer buys this 
merchandise and whether the as- 
sortment is such that a customer 
can select what is wanted without 
assistance. Consider the products, 
and their end use in determining 
how to sell them. 

Every retailer wants to sell 
more merchandise to more custom- 
ers. 

In addition to attracting atten- 


tion and creating interest, you 
must have trained salespeople. 
But do not confuse sales training 
with sales information. The means 
by which features are presented to 
customers is a matter of sales 
training, which must go on every 
day. 

Manufacturers are spending 
large sums in giving out sales in- 
formation to show people how to 
do a better job in the art of per- 
suasion. Sales training should 
make you want and be able to help 
the customer. 


When it comes to selling will you 
go the selling route or the cut price 
route? 

My company believes in selling 
by the fair trade route through a 
stable trade to provide a reason- 
able profit. We believe that fair 
trade enforced by manufacturers 
is the heart of such contracts. 

Fair trade laws not only pro- 
hibit the selling of a fair traded 
item at a cut price, but also pro- 
hibit the sale of such merchandise 
with something not so covered, as 
part of a combination offer. 


Iwo Ways to Go to Market : 








by Lynn Williams 
Attorney 
Chicago 


Retailing in America is faced 
with a kind of crisis likely to go 
on for a number of years. 

Will retailing as we know it, to- 
day, survive? There are 1,770,000 
retail concerns in this country, em- 
ploying 15 pet of our working pop- 
uation. It is almost as important 
an industry as farming. 

_T am not suggesting that retail- 
ing will cease to exist. 

Some super markets even oper- 
ate on as low a margin as eight 
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“,.. fair trade permits selling 
more goods by making it possible 
to compensate creative retailers 


for the selling job they do...” 


per cent, although most of them 
operate at a margin of around 17 
pet. 

If retail margins of today are 
driven down to one-half of their 
present rate, payrolls in retail 
stores there will be 5-million peo- 
ple looking for jobs. 

The crisis facing retailing today 
has been caused by the growth of 
super markets, price wars follow- 
ing the 1951 decision that Fair 
Trade laws could not be enforced 
and the fact that everybody likes 
to think that he can buy something 
at a wholesale price. 

Retailing is faced with a crisis 
because the general public thinks 
that anything knocking prices 
down is good. 

There are two ways to go to 
market: 

1—Minimizing the cost and price. 

2—Maximizing selling effort. 

There are two types of cost—me- 
chanical and psychological. 

The first is used in super markets, 


the other type of selling by,other 
types of merchants. Manufactur- 
ers interested in moving more 
goods must be interested in psycho- 
logical selling. 

When merchants cease to be 
merchants and become stevedores 
and price cutters a manufacturer’s 
sales drop. If it is true that sales 
of some types of goods require 
merchandising effort, that effort 
must be paid for. There can be 
no peaceful existence for both 
ways of marketing at the same 
time. The discount way of market- 
ing drives out the selling way. 

Fair trade permits selling more 
goods by making it possible to 
compensate creative retailers for 
the selling job they do. 

Opponents of fair trade or simi- 
lar plans do not believe their own 
story. If they really believed that 
the elimination of selling would 
move their goods, they would be 
satisfied to sell those products 
which are not subject to price pro- 
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tection by the manufacturer. They 
would be confident that they could 
in time outsell the fair trade prod- 
ucts. 

Some kinds of merchandise do 
not need fair trade because they 
require no merchandising. At least 
one discount house operator is 
known to instruct his salesmen to 
spend but 30 seconds per customer. 

Fair trade is simply part of a 
merchandising program, and it is 
up to the manufacturer to decide 
whether his product needs mer- 
chandising. If it needs that mer- 
chandising that cost must be paid. 


Manufacturers using fair trade 
must keep their product fresh and 
new. They must be pure—starting 
with an idea and then enforce their 
program. 

The cost of enforcing fair trade 
is not as great as some people sup- 
pose, it is one of the most impor- 
tant sales points a manufacturer 
can use. Manufacturers would do 
better by not putting lawyers too 
far into their fair trade enforce- 
ment. 

Retailers should give manufac- 
turers having fair traded products 
a break by signing a _ contract. 
When reporting violations they 
should be sure that they report 
them accurately. 

In one instance, where one of 
my @ients had received complaints 


of violations from 35 dealers, he 
was able to get but two of them to 
testify in court. 

Do not expect too much margin: 
it is going to be increasingly diff. 
cult to get higher margins. 

Fair trade laws should be amend- 
ed to provide for damages and at- 
torney’s fees. 

The merchant must not be 
turned into a_ stevedore. 
vital, our economy needs the stimu- 
lus of creative merchandising for 
the creative way to market is an 
economic necessity. 

I think that we will never see all 
of the retailing of America turned 
into a pushbutton operation so that 
the job of the retailer becomes 
nothing more than that of a steve- 
dore loading the machines. 


To be 


Your Handy Helpful Hardware Man 








by Dwayne W. Laws 


Managing Director 
Hardware Ass'n. of the Carolinas 
Charlotte, N. C. 


What is 
blem? 

It becomes the badge of courage 
for the hardware man. Behind it 
are nearly 23,000 independent re- 
tail hardwaremen of America 
pledged to give service, quality and 
value. 


back of the irha em- 
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“,.. our ads are designed to create 
desire for hardware store items, and 
to introduce your handy, helpful 


hardware man... 


Since 1949 nearly $1 million has 
been spent from irha funds in na- 
tional magazine advertising. 

The hardwave business is an old 
one, here to stay if we get behind 
this emblem and go to work. 
Originally the plan was to inform 
the consumer of the independent 
hardware dealer’s important place 
in the retailing and distribution 
picture. 

The ads were attractively pre- 
pared, did a good public relations 
job, but did not directly send cus- 
tomers into irha_ stores. The 
original program did not sell goods. 

Now irha funds are used to sup- 
port special promotions. Our ads 
are designed specifically to create 
desire for hardware store items, to 
introduce your handy helpful hard- 
ware man. 


Hardware Week helped _in- 


crease sales in eight days by 4a 
total of 11.4 pct for the industry, 
based on sales figures of reporting 
hardware stores, the highest sales 
gain being 450 pct by one Texas 
dealer in that period. 

A total of 2,633,134 lines of 
hardware week newspaper advertis- 
ing was used by hardware dealers, 
with 5500 of them making a total 
of 13 million announcements. 

For the fall of 1954, another 
smashing sales building promotion 
is planned, this being based on the 
do-it-yourself theme. Emblem de 
cals and seasonal ad mats will be 
sent free to members. 

You cannot take something out 
of this program’ without putting 
something back. 

Plough something back into the 
industry by giving a share of your 
time and energy. 
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fovernment in Business 








by C. W. Radcliffe 
President, 

Homedale Equipment Co. 
Homedale, Idaho 


ne 


... if there is any excuse for 


turning your case over to the 
government, labor has at least a 
90 pet chance of winning . . .” 


I want to talk to you about one 
of the small holes in our flag, one 
of the holes having the power to 
destroy much of the liberty that 
you and Tf prize so highly. 

I refer to the National Labor 
telations Board, an agency of the 
United States. 

I am not anti-labor nor anti- 
union. We all must agree that or- 





promoting Hardware Week. 


& Co., Evanston, Il. 





Honor Retailers, Wholesalers 
For Hardware Week Success 


Introduced, if present at the convention, named if unable to 
attend, were 26 award winning retailers and 150 citation win- 
ners in connection with the 1954 irha Hardware Week. Like 
honors were accorded 60 wholesale hardware salesmen, and 10 
wholesale hardware distributors for their accomplishments in 


F. Hardy Rickbeil, Worthington, Minn., received a panel 
truck for being named irha Hardware Week Retailer of the 
Year (see H.A., p. 157, June 10, 1954). Knapp & Spencer Co., 
Sioux City, Iowa, hardware wholesalers, was honored as whole- 
saler of the year. (See H.A., p. 162, June 10, 1954). 

Recipient of a trip to the convention as wholesaler salesman 
of the year was Martin Wagner, of Hibbard, Spencer, Bartlett 





Left to right: O. W. Ahl, president, Hibbard, Spencer, Bartlett & Co.; 
Martin Wagner of Hibbard's, named wholesale salesman of the year; 
William F. Ewert, managing director of Illinois Retail Hardware Assn. 
and George F, McIntyre, Hibbard vice-president of sales. Right, F. Hardy 
Rickbeil, retailer of the year. 
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ganized labor has done a great 
deal of good for the working man. 
Likewise, I should be the last to 
deny the working man the priv- 
ilege of organizing, if he _ so 
chooses. 

I oppose forcing either the |a- 
borer or his employer to accept 
wishes of a labor union by order 
of the United States Government. 
That power is now held by the 
National Labor Relations Board. 


The National Labor Relations 
Board (NLRB) was established 
about 1935 to interpret the Wag- 
ner Act, and later the Taft-Hart- 
ley Act. This agency was to serve 
both management and labor, but 
that isn’t the way it has worked. 

Maneuvered by political expedi- 
ency, that agency has become 
padded with pro-labor sympa- 
thizers. Verdicts that NLRB has 
been handing down are vicious, 
actually contrary to the intent of 
the law as it was originally writ- 
ten by Congress. Management is 
forced to contend with these ver- 
dicts and interpretations in deal- 
ings with labor today. 

You might ask, “What has this 
got to do with small business?” 

As an example, I am going to 
use my own business, the Home- 
dale Tractor & Equipment Co., a 
retail implement store employing 
about 15 full-time employees. 
Early last summer three of these 
men were not able to keep up with 
their fellow workers, and they de- 
cided that by turning to organ- 
ized labor they could better their 
positions. They held a_ secret 
meeting on June 4, 1951, in the 

(Continued on page 68) 
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This three-color, 12 x 20 store pen- 
nant is a part of each Item of the 
Month promotion kit. 





Item of the Month Plan 





Liberty Distributors Group of 26 wholesalers 
unveils new monthly promotion program 

for building traffic in hardware stores as an 
aid to dealers in fighting chain competition 


Better Store Traffic... 


... 1S goal of wholesalers’ program for dealer use 


A nation-wide program for build- 
ing traffic in retail hardware stores, 
through the use of an “Item of the 
Month” promotion, has been put 
into operation by the Liberty Dis- 
tributors Group of 26 leading 
wholesalers. 

The program, in its essentials, 
makes available to dealers each 
month an outstanding promotional 
item of wide consumer appeal and 
low price. This item is backed up 
with a variety of store promotion 
material, such as streamers, pen- 
nants, window banners, tip cards, 
etc. A newspaper mat of the item, 
suitable for dealer use in local 
newspapers, is also available to 
participating dealers. 
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The Liberty Distributors Group, 
sponsor of the program, is a group 
of 26 wholesalers whose combined 
sales territories embrace practically 
every state in the nation. Members 
of this organization will select each 
month an item that will be suitable 
for use in all areas and which will 
be a good traffic item. Then, 
through pooling of the purchasing 
power of all the groups’ members, 
a very competitive price will be set 
on the item. 

The July Item of the Month was 
a six-piece chrome plated kitchen 
too] set, with a wall rack, that re- 
tailed at $1.49. The promotional 
copy on this item pointed out that 
the set was a regular $2.39 value 


and that the wall rack was being in- 
cluded without charge. 

The background of this program 
is the belief held by members of 
the Liberty Group that indeper- 
dent wholesalers and independent 
retailers, by combining their col- 
lective buying power and market 
ing power, can successfully combat 
the competition for hardware sales 
from other retail outlets. 

The plan sponsored by the Lil- 
erty Group follows in part the type 
of promotion plan that was dis 
cussed last year at such meetings 
as the NRHA Congress in Miami 
and the National Wholesale Hard- 
ware Assn. convention in Atlantic 
City (see HA, Aug. 6, 1955, page 
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NATION-WIDE 
ITEM OF THE MONTH 


58 and Oct. 29, 1953, page 104). 

Participation in the Liberty 
Group Item of the Month program 
ig open to any independent, dealer 
served by one of the 26 wholesalers 
who are members of the group. 

It is estimated by officials of the 
wholesale group that their mem- 
ber firms service 30,000 of the 
42,300 or so independent hardware 
stores in the U.S. 

Wholesalers who are members of 
the Liberty Distributors Group are 
listed shown elsewhere in_ this 
article. The group has its head- 
quarters at 4300 N. Fifth St., Phil- 
adelphia 5, Pa. Wm. Geo. Steltz, 
president of Supplee-Biddle-Steltz 
Co., Philadelphia, is managing di- 
rector of the organization. 


Customer Exposure 


In announcing the Item of the 
Month program, Charles L. Wheel- 
er, president of Salt Lake Hard- 
ware Co., and a member of the 
Liberty Group, points out that 
“There is one reason why indepen- 
dent hardware retailers don’t sell 
more hardware than all types of 
competition combined. That is the 
fact that they don’t have the store 
traffic that the mass marketers 
have. Such hardware as is carried 
in the retail outlets of the mass 
marketers is exposed to more po- 
tential customers in one day than 
in the average retailer’s store in a 
week.”’ 

Thus, Mr. Wheeler explains, one 
of the ways of attacking the prob- 
lem of helping the hardware dealer 
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Full size reproduction of the newspape 
each month's store kit. 


+ thot accompanies 





HARDWARE 
ITEM OF THE MONTH 


JULY SPECIAL 


This beautiful 
6 piece Ekco Chrome 
Plated Kitchen Tool 
Set with wall rack 


FREE 


regular $2.39 value 


our special price 


$149 





no kitchen complete 
without one 


This exceptional nation wide special 
approved and sold by more than 
30,000 independent hardware retailers 
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improve his sales is by helping him 
build store traffic. This is what the 
Item of the Month program is de- 
signed to do. 

Mr. Wheeler stressed that the 
30,000 hardware stores served by 
the members of the Liberty Group 
present a selling power far greater 
than any other group in the U. S. 
selling hard goods. 

“The manufacturer - wholesaler - 
retailer method of distribution,” 
Mr. Wheeler said, “when operating 
at its best, places quality hardware 
in the hands of the consumer more 
efficiently and at lower cost than 
any other method yet devised. 

“We are at the crossroads right 
now,” he emphasized, “and we must 
decide whether we are going to 
continue to sit complacently by and 
let the chains and other mass out- 
lets take the cream off our busi- 
ness, or will we stand up and do a 
merchandising job that will put 
these so-called giants of merchan- 
dising back in second and third 
place where they belong.” 

The chains have no monopoly on 
brains, Mr. Wheeler believes, but 
their continued aggressive promo- 
tion techniques have led many con- 
sumers to believe that the chains 
always sell for less, which they 
don’t. 

The Item of the Month plan, Mr. 
Wheeler said, will help dealers 
bring traffic to their store each 
month. It will also help change the 
average consumer’s idea that the 
independent hardware dealer sells 


62 







meses 


only high priced merchandise or 
that he charges more than the 
chains. It will also serve to build 
additional impulse sales by virtue 
of the increased traffic. 

In short, Mr. Wheeler said, the 
Item of the Month program has as 
its purpose keeping the indepen- 
dent hardware retailer in a strong 
competitive position against all 
competition. 

Mr. Steltz, the managing direc- 
tor of the Liberty Distributors 
Group stressed that the program 


Each month's special will be 
featured in this manner on 
heavy card stock, in color. This 
card is 21 x 131/2 in. 


has the complete and wholehearted 
support of every member of the 
group. Mr. Steltz, who is one of 
the founders of the Liberty Group, 
said that the Item of the Month 
program was one of the most 
worthwhile programs that had come 
to his attention over many years. 

Credit for the plan, Mr. Steltz 
said, should go to Mr. Wheeler who 
was the father of the idea. In fact, 
he said, he felt that perhaps the 
plan should properly be called the 
“Wheeler Plan.” 





Members of Liberty Distributors Group 


Albany Hardware & Iron Co., 
Albany 1, N. Y. 

Amarillo Hardware Co., Amarillo, 
Tex. 

The Emery-Waterhouse Co., 
Portland, Me. 

Harper & McIntire Co., Ottumwa, 
Ia. 

Hoffman Hardware Co., Los 
Angeles, Calif. 

Huey & Philp Co., Dallas, Tex. 

Hunt & Mottet Co., Tacoma, Wash. 

Jensen-Byrd Co., Spokane, Wash. 

Momsen-Dunnegan-Ryan Co., 
El] Paso. Tex. 

Morley Brothers, Saginaw, Mich. 

Morley-Murphy Co., Green Bay, 

is. 

Ohio Valley Hardware & Roofing 
Co., Evansville, Ind. 

Orgill Brothers & Co., Memphis, 
Tenn. 

Railey-Milam, Inc., Miami, Fla. 

Rice & Miller Co., Bangor, Me. 


Richmond Hardware Co., 
Richmond, Va. 

Salt Lake Hardware Co., Salt Lake 
City, Utah 

Sharp-Horsey Co., Atlanta, Ga. 

Supplee-Biddle-Steltz Co., 
Philadelphia, Pa. 

The Thomson-Diggs Co., 
Sacramento, Calif. 

Tracy-Wells Co., Columbus, Ohio 

Van Deren Hardware Co., 
Lexington, Ky. 

Wm. Van Hoogenhuyze Hardware 
Co., Inc., San Antonio, Tex. 

J. A. Williams Co., Pittsburgh, Pa. 

Woodbury Hardware Co., 
Portland, Ore. 

Wyeth Co., St. Joseph, Mo. 





Headquarters of Liberty Distribw 
tors Group is 4300 N. Fifth St. 
Philadelphia 5. Managing Director 
of the Group is Wm. Geo. Steltz, 
president of Supplee-Biddle-Steltz 
Co., Philadelphia. 
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PETERS 


means 





to your customers! 


That's why it pays to 
stock and display the entire 
power-packed line of 


PETERS “High Velocity” 


sporting ammunition. 


PACKS THE\ POWER 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN 
“High Velocity” is a trademark of Peters Cartridge Division, Remington Arms Company, Inc. 
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As part of an effort to stimulate 
housewares, 
wholesalers — in 


several 
the 
have recently under- 
taken the sponsorship of House- 
Sales Clinics for their 
sulesmen. 

The purpose of these clinics is 
to give wholesalers’ salesmen a 
better knowledge of how house- 
modern hardware 


interest in 
hardware 
Southwest 


wares 


wares fit into 


store operations and to arm them 












Salesmen Train... 


... for better housewares selling 


Southwest wholesalers spur interest in housewares with clinics 
to train their salesmen in latest promotion and selling methods 


with better product knowledge in 
their selling efforts. 

The clinics have been held by 
four wholesalers to date, with 
plans for several additional clin- 
ics being completed. About 100 
salesmen in various wholesale 
houses have taken the course. 

The success of these clinics has 
led to consideration of their being 
extended to dealers. 

The pattern of the clinics is a 


* > ae en ee 
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series of class-room type sessions, 
each session being devoted to a 
single line. A representative of 
the manufacturer usually acts as 


instructor and remains in_ the 
“class room.” 
The salesmen are normally 


broken down into groups of three 
to five, and move progressively 
from one class to another, spend- 
ing about 45 minutes in each class. 

The customary procedure in the 










Here are the salesmen and company officials of Amarillo Hardware Co. who participated in a sales clinic. Factory 
representatives who conducted the course are also in the photograph. 
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The housewares sales clinic held by Peden Iron & Steel Co. was concluded 
with a dinner for house salesmen, company executives and representatives of 
manufacturers who conducted the classes. 


classes is for the instructor to 
frst emphasize the role that 
housewares play in a store. Then 
he describes the selling points of 
a line of merchandise. This in- 
cludes discussing displays and 
promotions that are available, and 
suggestions on the most effective 
methods for merchandising the 
line. Special stress is placed on 
merchandising techniques. 


Pian More Clinics 


Clinics have thus far been held 
by Peden Iron & Steel Co., Hous- 
ton; Huey & Philp Co., Dallas; 
Amarillo Hardware Co., Amarillo, 
Texas; Oklahoma Hardware, Ok- 
lahoma, City, Okla. 

Clinics are also planned for the 
salesmen of Morrow - Thomas 
Hardware Co., Amarillo, Texas, 
and Looboyle, Inc., Tulsa, Okla. 

In most of the clinics, about 
eight major lines participate in 
the sessions. 

For example, in one clinic, the 
lines represented included Rub- 
bermaid, Pyrex, West Bend, 
Dazey-Colorflyte, Revere Ware, 
Wear-Ever Aluminum, Ekco and 
Casco. The specific lines repre- 
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Typical of the groups of instructors that participated in the Housewares 
Sales Clinics is this group of representatives of manufacturers who took part 
in the clinic held by Peden Iron & Steel. Sitting, left to right, are Ken 
Carpenter and Paul Wakefield of Revere Ware; Howard Manteufel of West 
Bend; J. K. Buckwalter of Rubbermaid, and Doc Parker of Dazey-Colorflyte 
Standing, left to right, are E. Jackson, Casco; Walter Gable and A. R. Green 
wood of Wear-Ever; W. Callaway of Pyrex Ware; George Mueller of Rub 
bermaid, and M. Marshall of Ekco. Most of the instructors are regional sales 
representatives, some are sales executives from the factories. 


sented vary from house to house, 
depending upon the lines carried 
by each participating wholesaler. 

Early reports of the results of 
the clinics that have been con- 


ducted indicate that they have 
stimulated a new, live interest in 
housewares generally and in some 
cases have sparked an improve- 
ment in housewares volume. 
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WIRE FIXTURE 
ONLY 


















THE LINE THAT KEEPS GROWING) 


TO MEET Grouug Demand !\ 


Top quality products—hard-hitting consumer advertising and 
powerful dealer sales aids keep adding thousands of new customers 
for R-V-LITE and VIMLITE. New items, new types, new, more 
convenient sizes constantly tailor the line to demand—boost 
demand by extra appeal. Get acquainted with the R-V-LITE new- 
comers for your biggest selling season ever! 


100-C GREEN COTTON REIN- 
FORCED. 300’, 150’, 50’ rolls 
36” wide. 
700-W ALUMINUM WIRE RE- 
INFORCED. 300’, 150’, 50’ rolls 
36” wide. 


300-CW VIMLITE — 10 MESH 
ELECTRO-GALVANIZED WIRE. 
150’ rolls 28” and 36” wide; 
100’ rolls 48” wide; 50’ rolls 
28", 36”, 48” wide. 


200-P SARAN PLASTIC REIN- 
FORCED. 300’, 150’, 50’ rolls 
36” wide. 


800-CW VIMLITE — 14 MESH 
ELECTRO-GALVANIZED WIRE. 
100’, 50’ rolls 28”, 36”, 48” 


wide. 


400-T WAX IMPREGNATED 
FABRIC. 150’, 50’ rolls 36” 


wide. 


50-C WHITE COTTON REIN- 
FORCED. 300’, 150’ rolls 36” 


wide. 


WAX-LITE WAX IMPREG- 
NATED MATERIAL. 150’ rolls 
36” wide. 


15-V V-LITE 4-MiIL CLEAR 
VINYL PLASTIC. 300’, 150’, 50’ 
rolls 36” wide. 


36-SP STORM PANE. 2-rl 
clear vinyl plastic 36” x 72’. 
Packed 2 ways: 36 and 12 per 
carton. 


12-SP STORM PANE. Deluxe 
cotton reinforced plastic 36” x78". 


KD-12 KRAFT-DOOR. Com: 
plete kraft-with-vinyl storm door 
outfit 36” x 84”. 


250-S PONDEROSA PINE 
MOLDING STRIPS. 250 34 
strips of smooth-finished molding. 


R-V 600-D FIXTURE OFFER. 
Includes 150’ roll each of 15% 
100-C; 50’ roll each of 700-W, 
300-CW. 


R-V 650-FO FIXTURE ONLY. 


360-FO STORM PANE Fike 
TURE ONLY. 





v customers 

new, more 
and — boost 
LITE nevw- 


IL CLEAR 
00’, 150’, 50’ 


PANE. 2-nil 
36” x 7a; 
5 and 12 per 


ANE. Deluxe 
astic 36” x78". 


OOR. Con- 
i. i \ KD-12 UP-FRONT DISPLAY OF R-V-LITE & VIMLITE and full use of 
KRAFT the many FREE DEALER SALES AIDS will build hundreds of 


SA PINE | extra impulse sales for you! Tie in with the huge R-V-LITE 
‘ nh D fe) Oo re consumer advertising campaign! PLAN AHEAD...BE AHEAD 
| Complete, quick storm door outfit to 


... profit more in ‘54! 
aaa ee ghee ge pay Exclusive Manufacturers of R-V-LITE and VIMLITE 
with clear vinyl window 12” x 10’. 


Packed with 21’ of weatherproof 
mii he el “W/o am Oxo) -1 10) -7-W le), 
easy-to-follow instructions. 


Since 1905 , 3462 North Kimball Avenue’ Chicago 18, Illinois 






Available through leading wholesalers in the U. S$. and Canada 











( ws good hedteees ) 
to put this 
NATIONAL 
SILENT 
SALESMAN 


to work for you J 











Sells 


the 
complete 
line 

of 
National 


products— 


+ Thresholds 


« Door Sweeps 


« Linoleum 
Binding 
and Edging 

« Molding 

« Packaged 
Weather- 
stripping 


« Stair Nosing 


You'll catch shoppers’ 
their dollars with 
self-service merchandisct. 
it and your normal store traffic will 
move the line fast, because there’s 
a hundred and one uses in and 
around the house for National prod- 
ucts. They’re colorfully packaged, 
completely machined, and all f. 
tenings are included—ready for 
simple, speedy installation. 






Completely-stocked 
display costs you. 


Takes only 12 square 
feet of floor space... 





Here's how you profit with 
the National ‘‘Silent Salesman” 


Total sale price 


of merchandise....... 
YOUR PROFIT... .$ 56.20 


Also available with less merchandise at less cost. 


ORDER FROM YOUR JOBBER TODAY— 
or write us for additional details! 


1001 Ridge Avenue 


L 
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P.O. Box 9965 


* National 
WEATHER sin 





this attractive 


.-+-$ 98.99 


Pittsburgh 33, Pa. 








NRHA Congress 





home of one of them, without 
knowledge of the management. 

On June 13 they held another 
secret meeting with a union or- 
ganizer to tell them more about 
the union. In the two weeks after 
the first meeting, my partner and 
I noticed much talking and whis- 
pering in the shop. There was a 
decided drop in morale, so we held 
a store meeting on June 20. We 
said, “Fellows, this whispering 
and talking is going to have to 
stop. We’re not going to fire any- 
body, but tomorrow morning the 
doors of the office will be open 
and we will accept the resigna- 
tion of any person not wanting to 
work under these conditions of 
employment.” 

We did not name the men but 
did say, “If the shoe fits, put it 
n.” The next morning the three 
men came in early, packed their 
tools and personal belongings and 
walked off the job without saying 
a word to management nor to 
their shop foreman. They delib- 
erately and voluntarily quit their 
iobs. 


Union Sends Protest 


The morning of June 22 the 
men came back to work, without 
excuses for absence. I told them 
individually that they had walked 
out of the place and had termi- 
nated their employment. I gave 
them their checks and released 
them. The next day the union 
wrote us a letter sent by regis- 
tered mail, and arriving on June 
25. 

Until receipt of that letter, 
three days after discharge of the 
three men, we did not know that 
a union was interested in our 
place of business. 

The union’s letter said, “Take 
notice that the International 
Assn. of Machinists Local 1491 
alleges a majority representation 
of these employees in your shop 
who are performing work that 
comes within the jurisdiction of 
the International Assn. of Ma- 
chinists.” 


A copy of the union letter went 


ee 


continued from page 59 


to the NLRB in Seattle, the union 
proceeding to file charges along 
with it; charges that we had dis- 
charged three men for attempting 
to organize a union. We, in turn, 
have consistently maintained that 
they were discharged for quitting 
their jobs on June 21. 


NLRB Gets Case 


Our case was sent to the NLRB 
and an investigator came down 
from Seattle to see what was hap- 
pening in Homedale. This govern- 
ment man went straight to union 
headquarters and said, “What’s 
the story?” The union told him 
its side of the story. 

That same evening the govern- 
ment man came to Homedale and 
called on the discharged em- 
ployees in their homes. The gov- 
ernment man did not call on my 
faithful and loyal employees to 
ask them what they thought of 
our place of business. Never once 
did the government man come to 
meet the management that he was 
prosecuting. He got the union side 
of the dispute, went back to Seat- 
tle and declared that we were 
guilty of unfair labor practices. 

From Seattle the government 
proceeded to harass us during 
the next six months. We finally 
consented to an election to see 
whether our men wanted a union. 
This election was set for Dec. 22, 
six months after our case had 
been opened. 

Those of you who have gone 
through any of these elections 
know that notices such as the one 
we received are sent to you a 
couple of weeks ahead of time, to 
be posted in conspicuous places 
throughout your business place. 
Tt is from the United States of 
America, National Labor Rela- 
tions Board. It tells the rights of 
employees, purpose of election. It 
says, in part, “The election will 
be held by secret ballot. Voters 
will be allowed to vote without 
interference, restraint, or coer- 
cion.” 

Right up to the time that your 

(Continued on page 72) 
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FITS-ALL Adjustable 


Screen Door Grilles 
America’s Most Complete Line! 














FITS-ALL NO. 5 


U.S. PATENT NO. 2,657,746 























designed, yet fully adjustable for nearly all wood or 




















display piece, so stock up today! 
















out extra charge. As shown, one 

















screws for installing are included. 
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TS-ALL NO. 1 
Adjustable between stiles from 
" to 30%," wide and from 
%)” to 3034” high. Made of 
jacrome—pocked 12 fo carton. 


TS-ALL NO. 2 





















































Door Grille—Mode 
of steel with black 
finish or of silvery- 
satin aluminum. 
Fits 30”, 32”, 36” 
ond 42” doors. 


Fully adjustable 
and made of sil- 
very-satin Ala- 
crome—will not 
rust of tarnish. 
Packed in individ- 


val carton. 
y 


ain, 

Nu-WAY PUSH 
GRILLE — 4” 
high, made of 
silvery-satin 
Alacrome for 


, silvery-satin finish, 


ITS-ALL NO. 3 

fully adjustable from 14” wide 
432,” high to 25” wide and 
iS” high between stiles. Packed 
2 to carton—silvery-satin Ala- 
ome finish, 


-ALL NO. 4 

Adjusts from 1912” wide and 
high to 333%” wide and 

mY,” high between stiles. Will 

ot rust or tarnish. Packed 12 to 

borton, 





—Fully adjustable 
from 22” to 30” 
wide and from 75” 
to 55” high be- 
tween stiles. 6 to 
carton, 










and 





















“ALL NO. 7 

| Mivcts from 18” wide to 32” 
gh to 2434,” wide to 27” high. 
Picked 12 to carton, 








or 36” combi- || 





























32” or 36” ii nation doors. | 
doors. 12 to’ ed Will not rust 
carton. or tarnish, 12 


to carton. 
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Nu-ART GRILLE ini for ali: screen doot 
° ith colorful outlining nee . 
Cast aluminum - " ae 
grilles shown. above- Ts. 

~a & NOGRAM 
= - ad Withoug initi 
LARD BRONCO STEER HORSE . witout " wl 
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shipped same day received! 


a—_©/~~—)s, 
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A popular, reasonably-priced grille that has won the favor 
of thousands all over the country! The No. 5 is gracefully 


metal 


doors. Made of silvery-satin Alacrome that will not rust or 
tarnish. Patented corner holder makes adjusting and installing 
easy. Each grille packed in individual, colorful carton with 
complete instructions for installation and suggestions for ar- 
ranging scrolls to fit various doors. Really an eye-catching 


SURFACE CLAMPS FURNISHED 


For fastening the grille to the outside 
of the door, rather than between the 
stiles, surface clamps are furnished with- 


clamp 


is placed over each scroll. Necessary 
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Pocked 12 pairs to carton. FVTS-ALL WO. 38 : won aii 

h section adjusts from 13” cones neni 
ide to 1934” high to 141” a Nise. peeReerse. 

ide ond 17142” high. Non-rust- FITS-ALL S6é— FITS-ALL NO. FS Nu-WAY Screen Nu-GARD GRILLE 


—New— interlaced 
ribs. 
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32” fits open- 


36” fits open- 


ings 28 to 314%”. 
Silvery-satin Alas 
crome. 
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and 27” for 
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doors. 12 te 
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MACKLANBURG-DUNCAN CO. 








Profit-Less Prosperity in... 


the Fishing Rod Trade 


What is the solution to the big volume but low 
profit problem facing the fishing rod industry? 
Here are some possible solutions, affecting whole- 
salers and retailers as well as manufacturers 


The fishing rod industry, from 
manufacturers, through the whole- 
saler and to the retail dealer is 
suffering from the paradox of great- 
ly increased unit sales, but with 
rapidly diminishing profits. 

In many instances profits have 
completely disappeared. 

Searching for the answers to this 
perplexing problem, the country’s 
leading manufacturers at their 
meeting in Chicago in June agreed 
that the industry, through a psycho- 
logical blind spot, has practically 
low-ended itself to the breaking 
point. 

This can hardly be blamed on 
economic conditions when the aver- 
age unit sale price of a fishing rod 
is lower than during the depression 
days. 

Who is to blame? 

How is this disastrous trend to 
be reversed? 

The blame falls equally on all seg- 
ments of the industry. The dealer 
has taken the course of least re- 
sistance, putting the bulk of his 
sales eggs into the low-price basket. 

The wholesaler, with his eyes 
glued firmly on unit volume, has 


This discussion was written by a 
committee of the Rod Div. of the 
Associated Fishing Tackle Mfrs.. 
consisting of Sidney J. Klein, Walt- 
co Products, Lee Harter, Sila-Flex 
Co. and Paul Johnson, Ocean City 
Mfg. Co. 


70 


plagued the manufacturer with de- 
mands for low-end units. 

The manufacturer, in too many 
instances has set his prices without 
regard to materials and labor costs, 
plus a fair profit, but has offered 
fishing rods at a price to meet his 
competition. As a result manufac- 
turers have sold millions of fishing 
rods on which they made no profit, 
or in many instances lost money. 


How To Boost Profits 


The wholesaler and the dealer 
sold more units than ever before, 
but too large a percentage of sales 
were in low-end rods. It takes just 
as much handling, expense, space, 
office cost, and general overhead ex- 
pense to sell a $2.95 list rod as one 
listing at $15. 

What can be done to overcome 
these problems, and bring back the 
profit to all segments of the indus- 
try? 

Here are our suggestions: 

The manufacturer must have the 
courage to purge his lines of all 
low-end, non-profit items regardless 
of how many units he may have 
sold in that category. 

He must redesign his line with 
emphasis on better merchandise at 
a higher price which includes in it 
enough advertising and promotional 
dollars to help the dealer sell his 
line. 

The manufacturer must re-edu- 
cate his salesmen to emphasize bet- 
ter merchandise and to patiently ex- 


plain to the wholesaler that it is 
worth the effort to sell better qual- 
ity goods. He must re-educate the 
wholesaler to help to gradually 
trade the industry back up to the 
level of at least the depression days 
when wholesalers were not afraid 
to stock and sell casting rods re- 
tailing at $15 — even though there 
were plenty of rods retailing at 
$2.95. 

The wholesaler must face the 
economic fact that his profit must 
come from his sales, and realize 
that squeezing freight, terms or 
other concessions from the manu- 
facturer will not bring back those 
profits. He, too, must begin the 
painful task of making salesmen 
out of his sales force. He must con- 
vince his salesmen that the house 
they represent and the dealers they 
service are better off selling 100 
fishing rods at $10 list than 1000 
units at $2.95. The handling costs 
of the 1000 rods will nullify the so- 
called standard mark-up the dealer 
thinks he is making on a low-end 
sale. 

The dealer is the crux of the en- 
tire situation. He must re-educate 
himself and his sales people that 
the only reason the low-end fishing 
rod has become so popular is be- 
cause the dealer is selling them. 

Here is where the almost lost art 
of salesmanship must be revived, if 
the fishing rod end of the dealer's 
business is to again become the 

(Continued on page 79) 
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sd eh The Black & Decker Utility \ine of portable electric tools and access yries has grown 
ducate ae henomenally in volume and 1n scope since it was first sntroduced in 1946. To you 
gradually the Black & Decker dealers throughout che country» we owe 4 tremen ous debt of grati- 

up to the tude for making this growth possible. 
ssion days Through the years, We have always given you dealers the advantage of Black & 
gage: Decker j\eadership in products and in merchandising. We've proadened the line, S° that 
evap ve you'd — atl tools to sell to satisfied customers e’ve introduced new kits and ac- 
sailed . : essories tO yncrease the application and appeal of the tools. We've developed new and 

outstanding merchandising methods to help you yncrease sales. And now we are happy 

in to announce another selling advantage that increases the importance of this line to you- 
rofit must The markets for Black & Deckert Utility Tools will continue to grow and the oppor- 

nd realize unities and need for aggressive merchandising will grow with the markets. To help you do 

b sages or an even petter selling job, an increased dealer discount 3314% from the retail price © 
oo ae Black & Decker Utility Tools and accessories will be made available to you, effective 
cae ps july 26, 1954 through Black & Decker wholesalers: 

eli: Because of the larger unit sales value and profit on Black & Decker Heavy Duty 
must con- Saws; dealer discounts on these saws will remain at 30%- 

og With the new discounts, we are confident that you will be able to do a better job 
Sins oe than ever on? D Tools a better job for yourself and for Black & Deckert: You'll have 
han 1000 a pigget margin to work with and we are sure yo i use some of this for more merchandis- 
ling costs ing and advertising of the Black & Decker line to build even greater volume and profit 
fy the sles for yourself. 

the dealer This 1S just one more steP jn our continuing effort to assure yOu that you are selling 
a low-end the best fine Db t advertised, best he best dealer profit. THE Biac® & 

DECKER Merc. C°» Dept. H65 
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Your “Do-It-Yourself” 
Customers Will Like This 
Money-Saving Way to 


STOP 


COLD WATER PIPE 
CONDENSATION 


Here’s a year-’round profit item for 
your economy-minded, home fixer- 
uppers! An opportunity for you to 
get your share of the dollars being 
spent to rid homes of the common prob- 
lem of ‘‘sweating”’ cold water pipes. 

NoDrip Tape converts waste base- 
ment space into useful storage, work, 
play areas. It’s the inexpensive way to 
yrotect costly appliances, power tools, 
recreation areas, etc., from ‘“‘sweating”’ 
pipe damage. 

Forms an air-tight jacket around cold 
water pipes...stops condensation drip 
forever. Quick and easy to apply, 
NoDrip Tape winds spirally around 
any size pipe. Once on, self-adhering 
NoDrip Tape stays on. Requires no 
bands, brads or fasteners. NoDrip 
Tape can be hand molded to fit snugly 
around ‘‘drip’’areas—tees,unions,angles, 
valves, etc. Requires no maintenance. 









Roll covers 
10 ft. of 'A-in. i.d. 
iron pipe or 13 ft. 
of 4-in. o.d. 
copper tubing. 





$469 list a roll 


e@ = Higher west of Rockies or in Canada 
ORDER THROUGH YOUR SUPPLY HOUSE 
Write for FREE circular 
“© lortell 

Fa COMPANY 


Technical Coatings for Home and Industry 
SINCE 1895 
508 Burch St., KANKAKEE, ILL. 
Detroit, Mich. Lyndhurst, N. 3. 
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men go up to vote, their votes 
may be challenged. 

One of my men was a known 
anti-union man; they challenged 
him. I pointed to the NLRB no- 
tice, argued with the government 
man for a half hour as to whether 
my man was going to have to sign 
his ballot. The government man 
said to me, “Well, if your man is 
going to vote he is going to have 
to have his name on the envelope.” 

We won that election. Our men 
do not want a union to this day. 

The NLRB man said, “If I do 
not hear from either of you within 
five days the ballots will be de- 
stroyed.” On Dec. 31, 10 days 
after the election, the union filed 
a protest. 

The protest says, “dated this 
3lst Day of December, 1951, at 
Seattle, Washington.” It further 
says, “The petitioner (that’s the 
union) herewith specifically 
moves the board to set aside the 
election held on December 22, 
1951, for the reasons set forth 
above.” 


Invalidates Election 


What are the reasons for want- 
ing to invalidate an election in 
which my men entered in good 
faith, with the government con- 
ducting it, thinking their rights 
would be protected? Among other 
reasons, it says, “granting to em- 
ployees of the unit free use and 
access to company-owned machin- 
ery and equipment to be used for 
the employee’s personal use.” 

After seven years of that policy, 
it was listed as a charge of un- 
fairness to help invalidate an elec- 
tion. 

The union organizer and an 
NLRB investigator came to our 
business place for the election. 
That was the only time this in- 
vestigator was ever in our place of 
business. 

Our attorney was asked to call 
my partner and myself into Boise 
for consultation with the NLRB 
man on Feb. 21. The first thing 
our attorney said was, “We aren’t 
going any further with this dis- 





Continued from page 68 


cussion until you explain how you 
got around the five-day law before 
protesting the election.” 

The NLRB man explained that 
neither the day of the election nor 
that of the protest counted, nor 
the two Saturdays, nor Dec. 24 
because the latter was the day be- 
fore Christmas, “And it was sy 
close to Sunday that we decided 
not to open our office in Seattle 
on Monday, so that day doesn't 
count. So that leaves Dec. 26, 27 
and 28.” 

On May 1 the NLRB in Seattle 
wrote, “This is to inform you that 
the objections to the election in 
this case have now been with- 
drawn.” 


Did Not Close Case 


That, of course, doesn’t close 
the case. We were called into 
court by the NLRB for a hear- 
ing. Our attorney told my part- 
ner and me, “I think I’ve told you 
in the past that if you are ever 
called in for one of these hear- 
ings you will be surprised to find 
that while you provide your own 
attorney the government will pro 
vide the attorney for the union.” 

We received a subpoena to ap- 
pear at a courtroom in Caldwell, 
Ida., on Jan. 14, 1952. It required 
that we produce: “all franchises 
and sales agreements possessed 
by the company with manufactur- 
ers and wholesalers of merchan- 
dise and equipment covering the 
products that this company sells 
or services; all books, records, 
and memoranda indicating the 
dollar volume of purchases by 
this company for 1951, either 
shipped directly to the company 
from points outside the State of 
Idaho or purchased within the 
State of Idaho.” 

We packed our office and moved 
to Caldwell. We could only afford 
one attorney, but you taxpayers 
had flown two attorneys in from 
Seattle to prosecute this case. And 
you taxpayers sent the judge UP 
from the NLRB office in San Fran- 

(Continued on page 78) 
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PLASTEX DISPENSEREEL provides maximum display, compact storage and 
fast, easy cutting. Holds giant, remnant-saving coil . . . makes it possible 
for one man to unroll and cut any amount of pipe without awkward coil 
handling. A big time and labor saver for dealers or contractors. 


Plaslex 


SHAPING THE FUTURE SINCE 








PLASTEX: 






win Tex is especially designed to make jet pump 
hook-ups quicker and easier. Suction and pressure lines 
are combined in a single unit assuring perfect alignment 
and preventing binding or snarling in the well casing. 
Pipes may be separated by cutting connecting strip with- 
out damaging either pipe. For jet wells, specify TWIN TEX 
— it’s permanently marked and measured every 10 feet. 
Available in various lengths and size combinations. 


} ressur Tex answers the need for a pipe to with- 


stand higher working pressures. There are two types 
carrying guaranteed pressure ratings of 75 and 100 Ibs. 
per sq. in. PRESSUR TEX provides an adequate safety 
factor for water systems having a constant or variable 
pressure. Each size is permanently marked and measured 
every 10 feet and identified as to pressure rating. Avail- 
able in pipe sizes from 2” through 2”. 


Measure Marked sre is the popular all- 


purpose pipe. Its light weight, ease of installation and 
freedom from rust, rot or corrosion makes it ideal for 
general water supply systems, irrigation or drainage. 
Measure Marked PLASTEX is made from pure polyethylene 
to the exacting specifications of the Thermoplastic Pipe 
Division of S.P.1. and is guaranteed non-toxic. Permanent 
measure marks every 10 feet make cutting and installa- 
tion easier. Pipe sizes from 4” to 6” and coils to 600’ long. 


Yello Tex with its outstanding ‘color identity is easy 
to see and trace. Primary uses of YELLO TEX are for coal 
mine water and drainage lines and for carrying various 
industrial wastes or corrosive liquids. This pipe is not 
recommended for drinking water lines. Permanently 
marked and measured every 10 feet. 


THE PLASTEX CO., 402 Mt. Vernon Ave., Columbus 3, Ohio 
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has the right pipe 
for every purpose 











Mr. and Mrs. Ralph Mutzfield in back of one of 


their profit-pulling jewelry show cases. 


Gift Selling 


Jewelry Increases 


Traffic 


In Giftwares Department 





Mrs. Viola Cosper taking jewelry department inventory at the end of 
a holiday season. Stocks are constantly checked. 


Indiana dealer adds jewelry and watches to gift section for traffic and profit 


Jewelry and watches are sold by 
some hardware dealers as part of 
their giftwares section. Wm. Mutz- 
feld & Sons in Butler, Ind., a town 
of less than 2,000 population, finds 
these lines to be good traffic and 
profit makers in his store. 

The jewelry section was added 
to the store because of the increas- 
ing number of women regularly 
visiting it for a wide variety of 
household needs for themselves and 
as gifts for others. 
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Ralph Mutzfeld, manager of the 
store, says, “One customer sees one 
thing when she visits the store. 
Another sees something else. As 
they browse through the store, the 
clean and orderly appearance of 
each department leads her to buy 
merchandise she had not come in 
to purchase.” 

The firm estimates that fully 50 
pet of its store traffic is comprised 
of feminine visitors. 

One side of the jewelry depart- 


ment is devoted to displays of 
men’s and women’s watches in two 
of the nationally advertised quality 
lines. 

Costume jewelry in a wide range 
of styles, patterns and prices is one 
of the magnets that attract many 
women to the store. Some come 
with specific types of items in 
mind, others to browse. 

While looking at the jewelry dis- 
plays they are often attracted to 

(Continued on page 80) 
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only DOLLS LY Rubber Products 





are made in yy 


COLORS OF DISTINCTION 
































DAISY—YOUR NO. 1 SOURCE 


r RUBBER housewares, heels and soles, 


hardware and plumbing items 


he f 
shies The entire DAISY LINE is NOW 


available in beautiful VIVID-X colors. 


Show all DAISY Rubber Goods on 
one display counter. Watch it— 


INCREASE PROFIT 


per foot of counter space 


INCREASE TURNOVER 
INCREASE STORE TRAFFIC 


Write for new catalog-price list of 

DAISY VIVID-X RUBBER PRODUCTS 
Every item a necessity in every home. 
There’s a markup of 

40°%, PLUS on every sale. 


SCHACHT RUBBER MFG. CO. 
Dept. H, Huntington, Indiana 


isplays of 
hes in two é 
ed quality 3 Years the QUALITY name in rubber household products 


wide range 











‘ices is one 
ract many NEW DISPLAY RACK FOR 
jome come DAISY VIVID-X RUBBER MATS 
items I Two Styles—wire or glass 
and plastic. Holds the com- 
»welry dis- plete line of colorful Daisy 
tracted to Rubber Mats. Center these 
on page @) racks with other Daisy Prod- 






ucts for top performance in 
your hardware department. 
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Traffic is good in the shopping 
center in which Gray and John Hen- 
derson — brothers — operate their 
hardware store. 

That is why they established their 
store at Rice and Wheelock in St. 
Paul, Minn. But they do not depend 
on traffic to come into their store, 
just because many people shop in 
the district. 

Instead they offer five services not 
found in all hardware stores. Two 
of these services are not found gen- 
erally in hardware stores, the other 
three are available to most retail 
hardware outlets wishing to offer 
them. 

Henderson Hardware has two un- 
usual hardware store services — a 
sub-station post office and an insur- 
ance division. Both services attract 
constant repeat visitors of them- 
selves. 

In addition the Hendersons have 
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Shopping center location provides ample front door parking. 


Two-column by 5-in. 
Christmas ad in- 
cluded bid for 
rental department 
business. 


Shopping Center Store 





5 Services Build Traffic 


How two brothers in a shopping center with 
good traffic pull customers into their store 





Rice Street Herald Special 


FLOOR WAXERS 


FLOOR POLISHERS GLO:COATER 

ELECTRIC HAND SAWS o- —— 
ELECTRIC DRILLS 

LAWN ROLLERS GALLON HARD GLOSS 
FERTILIZER SPREADERS 
POST HOLE DIGGERS 


RENTAL EQUIPMENT 


FLOOR SANDERS 
FLOOR EDGERS 










LADDER JACKS Si, 3.28 ox 
EXTENSION PLANKS 2 
65 XMAS LAYBY 


Days Till Xmas Have It Paid For by Xmas ! 





Delta Power Tools—Mall Tools—T oys 
Appliances — Giftware 














10% Will Hold—Weekly or Monthly Payments 


HENDERSON HARDWARE 


RICE G WHEELOCK HU. 9-9315 
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a tool rental department, a lay-by 
plan at all times and make a special 
effort to offer merchandise and ma- 
terials for the do-it-yourself fan. 

How well do these services pay 
off? 

The Hendersons started in busi- 
ness three years ago with a 20x80- 
ft store, and in April, 1953, found 
it necessary to rent an adjoining 
store of the same size to accommo- 
date their expanding business. The 
wall between the two rooms was re- 
moved. 

A large variety of tools is offered 
in the rental department. This ser- 
vice is frequently advertised in a 
sectional paper serving the trading 
area in which the store is located. 
Week-end mechanics visit Hender- 
gon’s to inquire about tool rentals, 
see other merchandise they want to 
buy and thus become regular cus- 
tomers. 

Power tools are given front-of- 
the-store display with resultant 
sales to many people who came in 
to inquire about rental items. Some 
of their rental customers have be- 
come owners of fully equipped home- 
workshops supplied by the store. 


Offer Easy Terms 


To further stimulate interest in 


power tools, the Hendersons have a 


large sign displayed near one of the 
units, listing prices of some items 
and concluding with the statement, 
“Buy the best. Easy terms!” 

Many queries result, some ending 
in fairly prompt purchase. 

Henderson’s Lay-by plan is ad- 
vertised periodically in the local 
paper, and at all times by a large 
sign in the rear of the store. Cus- 
tomers are encouraged to use this 
plan for purchasing toys, house- 
wares, electrical and other items at 
any time of the year. Many party, 
birthday and anniversary gifts are 
bought on this plan, as well as nu- 
merous Christmas gifts. 

If a customer wants to buy power 
tools on a time-payment plan, the 
firm will handle the paper if the 
contract period does not run more 
than one year. Requests for a longer 
contract time must be financed by a 
bank. 

The U. S. Post Office Sub Station 
attracts many people having no in- 
tention of buying anything sold by 

(Continued on page 80) 
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Power tool sign lists sizes and prices of 12 different types of power items. 





U.S.POST OFFICE 
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Post office, lay-by plan and insurance division are all advertised in this section. 
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EXTRA CUTTING WHEEL MAKES NRHA Congress 


MORE SANITARY CAN OPENER 


Lengthens 
Useful Life of Opener, Too! 


EXTRA 
CUTTING WHEEL 





Easy “Snap-On"-"Snap-Off" Changing 


Have you looked at the cutting wheel on 
your can opener lately? Is it sparkling 
clean and sanitary ... or stained with 
unsightly food residue ? 


Now, owning a Can-O-Mat is like hav- 
ing two can openers. For a limited time 
only, you will receive free of extra cost 


an extra cutting wheel with each Can- 
O-Mat you buy. 
These interchangeable cutting wheels 


take only seconds to slip on or off - 
so it's easy to make sure you always 
have a clean, sanitary cutting wheel 
self-attached ready to replace the one 
on your can opener. 


Special Cutting Wheel for Pet Foods, 
Canned Fish, Etc. 


Keep one for “special” uses, such as 
opening pet food, canned fish, juices, 
etc. No other can opener has the exclu- 


No other 
a second cutting 
You can buy 
everywhere. 


Opens All 
Cans Easily! 


sive removable cutting wheel 
can opener gives you 
wheel free of 


Can-O-Mat at 


extra cost 


better stores 





chrome & bright 
kitchen colors 


Grips Can Lids! 


Powerful remov- 
able magnet grips 
lids they can't 
fall in opened 
can — Exclusive 
removable cutting 
wheel permits 
easy rinsing under 
faucet 





See Your Distributor or Write: 
RIVAL MANUFACTURING CO., Kansas City, Mo. 


Single action han 
dle opens all cans 
— all sizes all 
shapes, leaves 
drinking cup 
edg« It's fully 
enclosed and 
sparkles with 








RIVAL MANUFACTURING CO., of Canada Ltd., Montreal 
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make sure the govern- 
ment didn’t lose this hearing. And 
the government didn’t lose it. 


cisco to 


I am going to read to you part 
of the 1l-page verdict which says 
that there is no evidence that we 
are guilty. It says, “Even if there 
was no direct evidence of the re- 
spondents’ knowledge of the em- 
ployees’ union activity prior to the 
June 20th meeting, it is reason- 
able to conclude from the fact 
that during a period of about 
three weeks prior to June 20th, 
the employees had held two or- 
ganizational meetings in a small 


community in which the respon- 
dents’ establishment is located, 
and had discussed the union in 


respondents’ small shop, that re- 
spondents knew of the employees’ 
union activities prior to June 
20th.” 

In other words, the government 
trial examiner there is no 
evidence to convict you, but you 
live in a small town, and in a 
small town everybody knows 
everybody else’s business, there- 
fore must have 
about the union activity somehow. 


says 


you found out 


Gives More Instructions 


Toward the end of the docu- 
ment are instructions that we 
post copies of the notice, signed 
by us, for 60 days in conspicuous 
places, together with appendix of 
the in effect 
that we are guilty, have been bad 
that we won'‘t do it 


document, It 


says 
boys, and 
again. 

Specifically it says, “We will not 
interrogate employees rela- 
tive to their union sympathies, or 
the union sympathies of their fel- 
low employees, or in any other 
manner interfere with, restrain 
or coerce our employees in the ex- 
ercise of their rights to self or- 
ganization. 


our 


“We will offer to (and it names 


| those three men who packed their 


tools and voluntarily quit their 
jobs) them immediate and full re- 
instatement to their former or 
substantially equivalent positions 
without any prejudice to any seni- 


oS 


Continued from page 72 


ority or other rights and privy- 
ileges enjoyed and make them 
whole for any loss of pay suffered 
as a result of our discrimination 
against them.” 

This means 17 months of back 
pay to these three men. 

We are not going to post or ac- 
cept this government order! 


We appealed this verdict to 
Washington, D. C. We didn’t ex- 
pect to get a reversal of the 


opinion there because we were 
appealing to the same government 
agency which gave the verdict. 
The closest court that can handle 
the case after Washington is the 
U. S. Circuit Court of Appeals in 


San Francisco. 


Reviews the Case 

The review of this case by the 
Circuit Court points up the basic 
weakness of the administration of 
the Taft-Hartley law. It allows 
the trial examiner, who presides 
at these quasi-judicial hearings 
held by the NLRB, considerable 
discretion in evaluating testimony. 

Our 
announced to 
day before Christmas, 1950. In its 
verdict NLRB in Washington said, 
“The haste with which this plan 
was instituted is indicated by the 


profit-sharing plan was 


employees on the 


fact that Respondents did _ not 
seek prior approval from the 
Wage Stabilization Board.” 

The Wage Stabilization Board 
was not in existence on Dec. 24, 
1950. 

A second order, like the first 
one, had this additional para- 


graph, “We will not time our an- 
nouncement of a_ profit-sharing 
plan ....so as to thwart our em- 
ployees’ self - organizational  ef- 
forts, etc.” They again ordered us 
to reinstate the three discharged 
employees, with full back pay; 
again there is a place for us 
sign; again it says, “This notice 
must remain posted for 60 con- 
secutive days.” 

Again I that we 
accept this order. 


say will not 
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Profit-Less Prosperity In 
The Fishing Rod Trade 
(Continued from page 70) 
profit end of his business. The aver- 
ge fisherman will spend $1500 on 
fshing in a five-year period. This 
igure of course includes the trans- 
portation, lodging and other ex- 
penses involved in wetting a line. 
Since a fishing rod has a life ex- 
pectancy of about five years, it is 
not too much to assume that even 
a poor salesman should be able to 
sll a prospect on spending at 
least 2 pet or $30 on a fishing rod, 
since this is the most important, 
yet least expensive item in his list 
of necessities for a successful fish- 

ing trip. 

It seems as though the dealer: is 
too preoccupied with concern about 
the discount house, the catalog 
house or the surplus store to devote 
enough time to a successful sales 
program on his own floor. There 
have been reams of articles written 
about the discount houses and how 
they are ruining the tackle indus- 
try. 

Discount House Selling 

Yet the sales of fishing rods by 
all the so-called discount and cata- 
log houses account for less than 3 
pet of the nation’s tackle volume. If 
the dealer was successful in trading 
up only one out of every 10 custom- 
ers who have bought from him, he 
would have collectively increased 
his business far more than the total 
volume of business done by these 
poachers. He can successfully trade 
up six out of every 10 customers 
with intelligent modern selling. 

I spent three days surveying the 
operations of a large sporting goods 
chain which was allegedly murder- 
ing its competition by offering $6 
casting rods at $2.99. How could 
this dealer do it—and still show a 
profit? He did it by not selling the 
$2.99 rod. True—most of the cus- 
tomers who come in on the strength 
of the ad would have bought the 
$2.99 rod if no effort had been made 
to trade him up. But this particular 
chain knew the importance of trad- 
ing up, and used every modern de- 
vice in salesmanship to sell a bet- 
ter rod. The result was that better 
than 60 pet of the $2.99 customers 
walked out with $10 rods or better 
—and the outfits to go with them. 
It is no trick to put out a barrel 
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More profit on 


game HOUSEWARES 


with these 
high-quality 
fast-selling 


BRUSHES 













Put this good-looking dis- 
play of quality household 
brushes in a good traffic 
spot and watch your brush 
sales climb. Profits, too 
—not just 33144%, but 


a full 3744%—for you. 
famous name . . . famous brand 


KELLOGG BRUSH MFG. CO. 
Westfield, Mass. 


colorful merchandise ..,. 
appecliingly displayed 





AMARA AAA MARR ED, 


?* a tteatiecatientnntertnataiatiaiaat 


If you are tired 
of watching 


sales go elsewhere, 
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Write your jobber or direct for NEW catalog. 
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; 8 Fully Vented Heaters 
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MARTIN STAMPING & STOVE CO., Huntsvitie, la. 
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| of $2.99 rods and watch them move tised by a sign near the postal syb. 


out of the store. station. r 
It is a trick though, and a good The Hendersons are ever on the - 
one—to show a profit on this type watch for additional types of mer. 
of operation. chandise and materials to interest 
Fortunately for all of us, the cus- more do-it-yourself fans in buying 
| tomer wants and can afford to pay more of their needs at the store, 


| for a good fishing rod at a fair A recent addition to the store’s 
price. It is up to the industry—the home mechanic lines is a stock of 
manufacturer, the wholesaler and pre-cut plywood, a good line to sell 
the dealer to see that the customer to power tool, hand tool and other 





salesman before he joined Gray and 9 p.m. on Friday and Saturday 
Henderson—a former plastics firm nights. They attribute this to the 
official—started the hardware store. fact that many families shop to- 
The insurance division is adver- gether these evenings. 





| is sold a good fishing rod at a profit. fix-it customers, Three thicknesses 
of plywood are stocked—'%4, \% and 
34 in. They are offered in sizes from 

° ° 18x24-in. to 48 in. sq. nt 
5S) Services Build Traffic John Henderson says, “There is 
(Continued from page 77) a growing demand for these ply- 

GRC CAP NUTS | the Hendersons. But many im- wood pieces. The man who rents a 
®, Attractive, bright finish pulse sales result, including some tools, for example, may buy nails, 
fairly high-priced merchandise. stain, varnish, paint and other ma- 
¢ DEPENDABLE Auto and fire insurance patrons terials. And in many cases he will 
© RUSTPROOF frequently visit the store to talk decide to buy units of the type he 
be DURABLE to John Henderson about their pol- has rented from us. It is all part of 

icies or about the purchase of addi- a cycle of sales.” 
tional types of insurance. Many in- The Henderson brothers find that 
surance customers are good sources much of their volume is done be- 
of impulse hardware store trans- tween 4 and 6 p.m., Monday through 
actions. Thursday. Fully 60 pet of the f 
John Henderson was an insurance store’s sales are made between 4 f 
a? 
_ 


Jewelry Increases Traffic in Giftwares Department 


(Continued from page 74) 

















oa GRC WING NUTS Higher and lower Here's the 
priced giftwares tremendor 
Exclusive, finger-grip along wall attract This im 
design; easy to as- jewelry customers you make 
semble, disassem- Second yc 
ble; brightly finished: national e 

clean threads. ; 
A Teputatior 

For faster volume selling . . . . 

GRC exclusive die cast Wing We urg 
Nuts and Cap Nuts in fast sell- Sylvania i 
ing display assortments—packed 4L-8308 a 


four popular sizes to box! 


Also available in bulk in all com- | 
mercial finishes. } 





= 


Write today for samples, prices 


& catalog sheets. utility and fancy housewares items manicuring sets, bracelets, baby 













World's Foremost Producer of for themselves or for gifts. Din- books, snap-shot albums, some 
nel cane nerware, glassware and pottery fancy handbags, a variety of 
items are shown on tables near the purses, fancy key holders. Sylva 
front-of-the-store jewelry section. Both lines of watches are adver- 
-, New Rochelle, N.Y. : : 7 ? ’ 
De ae The jewelry section also features tised during Christmas LIGI 
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NOW SYLVANIA ANNOUNCES... 
A GREAT, ALL-PURPOSE LITE 
ESPECIALLY FOR 











LIGHT'S DIAMOND JUBILEE! 





About this All-Purpose Lite 


It’s especially designed to meet 
the proved demand for a smaller, 
high-brightness bulb. For garages, 
gamerooms, workrooms, etc. De- 
livers a full 200 watts but fits most 
standard fixtures. Improved con- 
struction includes an inside spe- 
cial metal disc to deflect heat . . . 
improve durability. 





THE IDEAL TIE-IN 
WITH THE EDISON 
ELECTRIC INSTITUTE 
RANGE CAMPAIGN! 


















200 WATTS ... 
IN A CONVENIENT, 
COMPACT 

FROSTED BULB... 











POINT OUT THE 

NAME SYLVANIA 
FOR GOOD PROFITS... 
ANd GOOD Will / 















Here’s the light bulb especially designed to help you tie in with the 
tremendous Edison Electric Institute Electric Range promotion! 

This important, new lamp actually offers a 2-way advantage. First 
you make a good profit on every Sylvania All-Purpose Lite you sell. 
Second you win customer good will by accommodating them in the 
national electric range contest. Also, the name Sylvania backs up your 
reputation for highest quality merchandise. 

We urge you to call your regular distributor about this important 
Sylvania item. If he can’t make immediate delivery, write to Dept. 
4L-3308 at Sylvania, NOW! 






Remember, Sylvania is known 
throughout the world as a 
leader in light, sight, and 
sound. Every week millions 
watch Sylvania’s big-time tele- 
vision show, ‘Beat the Clock,’ 
over CBS-TV. 


SYLVANIA’ 


Sylvania Electric Products Inc., 1740 Broadway, New York 19, N. Y. 
In Canada: Sylvania Electric (Canada) Ltd. 
University Tower Building, St. Catherine Street, Montreal, P. Q. 


LIGHTING - RADIO + ELECTRONICS - 





TELEVISION 
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Do-it-yourself windows, such as this, are featured at the store 12 
months of the year to promote hand and power tools, and materials. 


500 Attend Store's 
Do-It-Yourself Show 


A do-it-yourself exhibit attracted 
500 visitors to the A. L. Damman 
Hardware store 9941 Hayes St. in 
Detroit, the Saturday after Thanks- 





giving. Held during regular store 
hours in the firm’s store, it was such 
a convincing exhibition as to inter- 
est fully 75 pet of the visitors in 


Outdoor garage door demonstration units bring inquiries and orders. 


Floor 


Coverings 


ormmn am 


Store Demonstration 





buying some do-it-yourself tools or 
materials. 

A few visitors, who did not buy 
materials or tools of the do-it-your- 
self type, made purchases of other 
lines they noted while in the store. 

Many first-time visitors to the 
store purchased hand and power 
tools, furniture kits, wrought iron 
legs, etc., as gifts for their family 
or friends. 

Two lines of power tools were 
demonstrated by factory represen- 
tatives, and others demonstrated the 
use of plastic materials for topping 
work surfaces and to cover house- 
hold furniture. The show had as 
its theme the use and application 
of Formica. 

This event was actually a test 
demonstration for planning future 
do-it-yourself shows at the store, 
although the firm has promoted a 
number of store demonstrations in 
the past three years. 

Sales increases, following the 
show, were particularly noted in the 
sale of hand and power tools, ma- 
terials for work-surface use, floor 
coverings, wrought iron legs and 
sink top units. 


(Continued on page 87) 
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Follow the ROYAL, line to PROFITS! 
Stock, display and SELL these 







CRoxat> vented GAs ciRcuLAToRs 


These best-value circulators offer smart, modern ap- 
pearance and economical top performance at a price 
, that means fast turnover and real customer satisfaction. 
lonstration Eight models, with or without radiants, in Coppertex 
a baked-on enamel finish. Order a basic stock from your 


Royal distributor now! 








olf tools or 









id not buy ¥ 


do-it-your- COOL CABINET HEATERS 





-REALISTIC GAS LOGS 





































. * 
2s of other , Beautiful replicas of Moun- unvented 
tain Oak and Silver Birch Tastefully designed modern 
he store. logs. Give cheery, cozy cabinet stays cool, safe to 
yrs to th warmth without smoke, touch or place near furni- i 
2 e soot, or ash problem. Easy ture. Heat radiated at chair- | 
and power installation. 2 different level through scientifically- / 
3 sizes in each finish. And- designed louvers. Rich 
ought iron irons available at extra cost. baked-on Coppertex Enam- 
° > . el finish. 
leir family 
tools were 
represen- re 
strated the 
or topping GAS CIRCULATOR HEATERS GAS RADIANT HEATERS 
rer |} , unvented Graceful designs in 9 
ver nouse- Attractive, economy- models to accomodate 
w had as priced, inexpensive to all your customers. Low 
retail prices, dependa- 


‘ ‘ operate. A utility heater 
ipplication that many a prospect is 
looking for right this 
minute. Baked-on Cop- 
pertex Enamel finish. 


ble economical opera- 
tion. Radiants are stand- 
ard, interchangeable. 
llv a test Full size clay backwall. 
ng future 
the store, 
romoted a 
rations in 
‘ ADVERTISED IN LIVING 
wing the 


sted in the A. G. A. Approved for Natural, Manufactured, and LP Gases 
— Make Royal Profits! Call your Royal Distributor Today! 


CHATTANOOGA 6, 


legs and ee -VEP-V e@lele7:\ ROYAL COMPANY TENNESSEE 


yn page 87) 
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Just what your customers 


es a 


Addition of seven new 











open-stock items 
to ‘16-piece 











16 piece set fc or four- retails re 








for $6 95 with color 
borders banded in 22-carat 
jold—ret s for $9.95. Choice 
of four colors—Turquoise, 
Lime, Flamingo, Dove Gray 








Full-color page in LIFE 
Magazine tells your 


ao wh . 
rip see SEX customers about it! 
Oo nro @ The twenty-six million readers 
i of LIFE Magazine for September 
= 20—many in your own neighbor- 
Oo hood—will read about the new 


Pe OC. - and complete choices they now 


SEE: ©) have in PYREX Dinnerware. So 


 £-] = ec tie in for greater sales. Put a re- 
. : rint of the ad up in your store, 
' We yee P piny 











ooo display PYREX Dinnerware 
, , i rominently, and get your share 
New PYREX Dinnerware amazingly strong! onsen Hy, | ad = 
In laboratory tests, cups were actually used a ol suites 
to hammer heavy 3-inch nails into boards! an 
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have been waiting 







Bread-and Butte ar Plate, 50¢ 
With gold bands, 75¢ 


©O 


Soup-or-Cereal Bowl, 60¢ 
With gold bands, 90¢ 


Oy 


Fruit-or-Sauce Dish, 50¢ 
With gold bands, 75¢ 





Creamer and 
Sugar Bowl, $1.75 a set 
With gold bands, $2.75 


2%” Chop Plate, $1.25 
With gold bands, $1.95 





9” Vegetable Dish, $1.15 


All prices are retail. With gold bands, $1.75 


Greater choice for your customers 
means greater profits for you! 


gold banded Lime, 
Flamingo, or Dove Gray. All have the 
beauty, strength, and durability PYREX 


OW you have an answer for a// your in Turquoise, 
customers’ dinnerware problems! They 


can start with a 16-piece PYREX Dinner- 


ware set for $6.95 and build it as large as 
they please with these new open-stock 
items—building your profits at the same time. 


The new pieces include vegetable dish, 
chop plate, fruit-or-sauce dishes, soup-or- 
cereal bowls, bread-and-butter plates, 
creamer and sugar bowl. All come in 


Dinnerware is famous for. All give you the 
bigger profits you can count on with all 


PYREX Ware! 


Are you ready for this new business 
that’s coming your way? Better check 
your PYREX Dinnerware stock now and 
order whatever you need from your 
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matching color borders—plain or 22-carat | PYREX Ware distributor today! 


PYREX 


Consumer Products Division « Corning, N. Y. 


“PYREX”’ is a registered trade-mark in the U. S. of Corning Glass Works, Corning, N. Y 
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Ware means business! 





Corning Glass Works « 








300 Northwest Stores Begin Joint Program 


Store identification program inaugurated by North- 


ern Hardware Co. includes cooperative promotions 


A completely integrated program 
of store identification of some 300 
independently owned retail hard- 
ware stores affiliated with the 
Northern Wholesale Hardware Co., 
with headquarters in Portland, Ore. 
was recently instituted. 

Every conceivable type of ad- 
vertising used by retail hardware 
stores has been prepared by the 
jointly owned wholesale’ group, 
which was organized nearly 50 
years ago so dealers could buy 
nails in carload lots. 

The name being used for the 
store identification program, which 
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Stores Pointed Yellow With Brown Trim 








= on ae , 
HOME TOWN 


Over 
51000,08 


PO 
HOYT TOWN wanowans 
PRIZE DRAWING 
OVER 5) 000.00 partes 








a6G "12.95 CROQUET SET 
stgewmanennnnn = 8 Be 
REG. 4.43 HOUSE PAINT 
Seog cee 3 
pen 
REG. 5.75 WALL BRUSH 
Seca ns gay 
R86. 5.95 TOMET SEAT 
neat mine ow 3.98 
are ; 


REG. “4.00 PICNIC JUG 


REG. 1.25 GRASS SHEAR 
=e Mor tnt Un moe ae 


REG. 00 WINDOW SCREEN 


REG. 13.27 SPRINKLING CAN 


bvherly ic petemeeatemdy 1) 


REG. *1.29 PRUNING SHEAR 
opt te teen 98 
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A Appearance of typical Home Town 
Hardware store using group identi- 
fication signs. 


One of the full-page ads used in Seattle, 
Spokane and Portland papers during Sum- 
mer Sale, which designates local affiliated 
stores. 


Typical suggested ad layout for 
use of Home Town Hardware 
group stores. 








DEALER’s. NAME . 
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culminates two years of prepara- CONTINENTAL RED SEAL 
tory study and work, is Hoem 


Town Hardware. 


Dealers are expected to incor- | 
porate their store’s name with the | Ourt Or otter OWOr 
ee @ 
group name to read, for example, 
Dingle’s Home Town Hardware. | 
Yellow with brown trim are the 
colors which are being used on all | For MORE power and 
forms of advertising. BETTER power—com- 
The program was first tested in plete dependability, 
“ae . clinched by expe- 
April, in the Spokane, Wash. area rience dating from 
and was introduced to the public 1902—specify Con- 
generally in mid-June when mem- | tinental Red Seal* 
ber stores conducted a group spon- | with exclusive Con- 
tex* ignition, out- 
standing air-cooled 
engine advance of 
recent years. Engi- 


sored Summer sale. 
The advertising and promotional 
program included large newspaper | 





size circulars in yellow and brown Tit Ria ee 

ink, radio spot announcements and ing, easy upkeep, long 

full page ads in Spokane, Seattle | life—and backed by 

and Portland newspapers. | parts and service coast 

Each of the ads listed the Home Nall 

Town stores located in the vicinity. “TM REG SERIES AD~.VERTICAL SHAFT —DIRECT 

Dealers were supplied with mats | Joma ian DRIVE—2 hp—2'/2 hp—3 hp. 

so they could do tie-in advertising 
dome Town in their local papers. ontinenta/ I eee [orporation 
oup identi- A dealers’ advertising committee, a 

comprising seven dealers, have the \%s AIR-COOLED INDUSTRIAL ENGINE DIVISION 


> 
responsibility of selecting and pric- Ricns S 12800 KERCHEVAL AVENUE * DETROIT 15, MICHIGAN 
ing the items for every sales pro- 


motion. This committee, together — 


with Northern’s advertising de- 
SCREWS « BOLTS 














in Seattle, 
uring Sum. partment and buyers have devel- | TN] me 40) 0): 
| affiliated | oped the sales circular program. | 
Officers of the Northern Whole- | PASS HRS TET 


sale Hardware Co. are T. D. Dingle 


« , 
president; Don D. Foss, executive BUYER 




























vice president and Ed Ward, ad- | CONTACT US 
vertising and sales promotion 
for manager. FOR PRICES 
are (See page 106, July 8 issue of 
HA for more details of Home Town ‘aif oo o 
Hardware program.) PERE EERERER SEES: 
—- SCREWS ea rr 
& ‘ 
mane _ - 
500 Attend Stores : 
SLOTTED or PHILLIPS : 
} = a : T » 
Do-It-Yourself Show os niois : 
aad (Continued from page 82) ALL FINISHES Lp aes Soo Seat 
In the past six months stronger 
| ne past six mo SIZES 0 to 30 Lag "IMMEDIATE DELIVERY 
emphasis on _ do-it-yourself tools Try SCREWS — Wood, Metal, Machine, Cap. 
and materials has helped the store NO RESTRICTIONS V7 Se BOLTS — Stove, Carriage, Machine. 
to increase its sales by 10 pet. AS TO QUANTITY — Tow ae ey ee ae oe 
| The ¢ ‘ . anv ale = ONE GROSS 
| The Damman company also op Tar For FAST SERVICE and STOCK DELIVERY — call 
| erates a branch store in Birming- vad APEX" FIRST for the FINEST Screws, Bolts, Nuts and 


for 
ham, Mich., the address of both 10,000 ay Washers. Apex WOOD SCREWS drive straight, seat 
fast, hold tight, cut costs and come in sizes 0 to 
Damman’s ads appear several 


= 
[2 No. 30. Big Fellows for Big Jobs. We invite you to 
test our FAST... DEPENDABLE SERVICE. For specials 
and Standard Sizes “Apex’’ is the name to remember. 
times a week in daily papers, and 


upon occasion in several community (DEPARTMENT 200) 
weeklies, from two to six of the lat- A p ra X M “ga INDUSTRI ES IN C. 
ter publications being used fre- 

827 LIVINGSTON ST. CINCINNATI 14, OHIO 


quently. 


units being given in the newspaper 
ads used to publicize the show. 
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Progress is our most important product 


GENERAL @@ ELECTRIC 
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_ COME RIGHT OUT and say it! 
Small appliance service has long 
been considered a business “‘rough spot’”’ 
by many dealers. 


We don’t claim that we now have the 
perfect solution to your repair prob- 
lems. But we have removed most of the 
rough spots and come up with a sound, 
workable plan. Here’s how it operates: 


G.E.’s new “Rapid Service 
Plan”’ saves time! 


First of all, there’s the time element. 
All dealers feel repairs take too long. 
Well, there’s no longer any reason that 
the time problem should upset you. 


General Electric now has more than 
100 authorized service outlets through- 
out the U.S. Your store is no more than 
48 mail hours from one of these. 


But here’s the big news: Most appli- 
ances are repaired and on their way 
back to you within 3 days after receipt 
at service center! Rarely takes more 
than a week. 


For full information on G.E.’s new ‘“‘Rapid r 
Service Plan’ (including complete list of 
service outlets), send in this coupon today. 


No excessive charges! 


Second, there’s that problem of the 
charge. 


Under G.E.’s new policy, repair 
charges will be kept to a minimum. 
Average cost of repairs on a toaster, for 
example, is only about $3.00. 


How you benefit! 


Both of the announcements above are 
good news for customers, but what do 
they do for you ? 


] They build customer good will! 

* Happy customers become steady 
customers—return to you for other ap- 
pliances in the future. 


2 Dependable service is your best 

* answer to the cut-price, too-busy- 
to-bother boys. Handle service on small 
appliances quickly and efficiently, and 
the average customer would rather deal 
with you! 


Write to me: 
BOB EVANS 
Small Appliance Division (Dept. P.S. 9) 


Please send me your free booklet, 





If you have your own Small Appliance 
repair department, you are to be con- 
gratulated. Ordinarily you won’t need 
our “Rapid Service Plan.”’ However, 
if you should ever require extra repair 
help ...ina hurry... please use our 
facilities for as long as you need them. 
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“Rapid Service Plan.” 


( 


General Electric Company, Bridgeport 2, Conn. 


ik 


new ‘Rapid Service Plan”’ 


for small appliance dealers 


a business “rough spot” 








Traffic Builder 





uick Check Writing System 


Speeds Store’s Customer Service 


The installation of a new check- 
writing system which we’ve been 
using for more than a year has 
greatly increased the efficiency of 
a convenience service which we 
provide local residents for the 
payment of their utility bills. 

Seven years ago we installed 
this service as a traffic building 
device and it has paid us rich 
dividends in increased sales and 
profits. 

About a year ago we found that 
we could render faster service to 
our customers and at the same 
time cut down on the operational 
costs of this service through the 
adception of the register check per- 
sonal money order service. 

This system has been in wide 
use by banks and department 
stores in the east but had been 
used by few if any hardware 
stores when we started to use it. 
Our experience with it indicates 
that it is a potent traffic and profit- 
builder for moderate-sized retail- 
ers of all kinds. 


Provides Money Orders 

When we started our customer 
service we announced that custom- 
ers could pay their electric and 
telephone bills at a cashier’s win- 
dow. Then, to supplement this, we 
added a conventional money order 
service and found that customers 
liked and used this idea of making 
our store their stopping place 
when they had bills to pay. 

They would pay their utility 


90 


by H. F. Peterson & 

A. G. Anderson 
Partners 
Grayson-Brown Hardware Co. 
Seattle, Wash. 


bills in cash and then buy money 
orders with which to remit pay- 
ments on other bills. 

We soon found, however, that 
the conventional type of money 
order service was too cumbersome 
for us to operate profitably. The 
detail work involved so slowed up 
the operation that the very con- 
venience we were trying to provide 
our customer soon vanished. 

The clerk handling this work 
got bogged down in the details of 
filling out the money order com- 
pletely, filling out a receipt, etc. 
Soon customers had to wait in line 
and we began to get complaints. 

The experiertce led us to discon- 
tinue the money order service in 
1950. However, we still were in- 
terested in providing such a ser- 
vice if a more efficient method 
could be found. 

It was then that we learned of 
the new remittance plan from a 
representative of the Todd Co., 
Rochester, N. Y. Today, after 
more than a year’s experience, we 
are completely sold on it for a 
number of reasons: 

The system, known as register 
check personal money orders, 
works like this: 

1—The customer steps up to the 
cashier’s window, asks for a reg- 
ister check and pays the amount 
plus a fee of 15 cents. 


2—The cashier merely takes a 
pre-numbered triplicate register 
check form, imprints all three 
copies with the amount, in one 
operation, using a Todd Protecto- 
graph, and hands the original and 
one copy to the customer. The 
other copy becomes our record 
copy. Not a pen touches the check. 

3—The customer fills in the 
rest of the check himself—payee 
name, address and date—and the 
copy becomes his receipt. 

Using this plan, there is scarce- 
ly any waiting in line, because the 
clerk’s time on each transaction 
is only a matter of seconds, rather 
than minutes. 


Customers Advertise It 

Our store is located in a sub- 
urban community and we are un- 
able to afford large advertising 
expenditures, but we find that 
word about our remittance service 
has circulated so thoroughly in 
our trading area that it attracts @ 
steady stream of customers. 

These are not just people who 
use the remittance service and 
then leave the store. We know, be 
cause we have checked on this and 
have found that our daily cash 
receipts are in proportion to the 
volume of register check business 
we do. 

Currently we sell between 500 
and 600 personal money orders 
weekly, most of them on Saturday 
when the banks and post office 
money order windows are closed. 
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OVER 7000 DEALERS 
CAN'T BE WRONG! 


HERE’S WHY YOU, TOO, SHOULD DEAL WITH weather-proot 


V a. / 


WE SELL ONLY TREMENDOUS 


















LIBERAL YOU’RE DEALING 
“TO LUMBER NATIONAL CO-OPERATIVE WITH ONE OF 
AND HARDWARE ADVERTISING ADVERTISING AMERICA’S 
DEALERS! CAMPAIGN! . PROGRAM! LARGEST AND 
You're protected Life, Good Housekeep- TV Films, Radio Spots, OLDEST 
takes a against competition ing, Post, Better Homes Ad Mats, Circulars! MANUFACTURERS 
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e serviel and save! 
ughly im $29.95 Value $69.95 Value 
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Either the vast ‘‘do-it-yourself’’ market . . . or, for ? 7 — root C0 
5, 1954 those who so prefer, you can arrange for installation. . 


1407 East 40th St. © Cleveland 3, Ohio 











Reels are shown in this glass case opposite cash-wrap table. 


Classified Displays 


Are Good Buying Lure 


Fishing tackle has long been a 
good line at Stebbins Hardware 
Co. in Chicago’s busy loop district. 
The firm wanted to make it a big- 
ger line, and did so by arranging 
its entire fishing gear department 
to encourage comparison and the 
purchase of more than one lure, 
bait or piece of tackle at a time. 

The multiple purchase idea is 
being sold to many customers, with 
a particularly good rush in the de- 
partment during the noon-day 
shopping hours. The firm’s repu- 
tation, its advertising, window and 
store displays help sell a wide va- 
riety of items to the man or 
woman (many women buy fishing 
gear for gifts to their husbands) 
coming in for a single item. 

Group items of the same kind to- 
gether and you will sell more of 
them, is a merchandising philoso- 
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phy that has been well proven in 
the sporting goods department of 
Stebbins. 

A good example of this was the 
visit of a woman who came to buy 
one bait item displayed in the win- 
dow. She bought that piece of bait, 
and supplemented her purchase with 
eight other anglers’ items as the 
result of seeing the comprehensive 
display at the store. 

People want to talk fishing at 
the store, and are encouraged to 
Even if they do not make 
an immediate purchase, their ex- 
posure to well displayed merchan- 
dise and their receipt of complete 
information given in a friendly 
manner sells the idea of visiting 
the store to buy more fishing gear. 

One end of a wrapping table in 
the department has a rack of tri- 
angular shape for holding a va- 


do so. 


Careful grouping of baits, 
lures, rods and other 
fishing equipment leads 
to multiple purchases. 


| cTERRINS | 
STEBBINS 


HARDWARE CO 


15 W. VAN BUREN NEAR STATE 


Chicago's Oldest and Lergest Hardware Store 






Srticles 

es in colors. 

Chercee! Sriquets + 
10-tb. & m, in quarts 


and gallons 





LET'S GO FISHING! 
SPECIAL! 
Bait Casting Red 


5'2" tubular steel, offset 
handle, cork grip 





SPLIT BAMBOO FLY ROD 


Fine quality, 3-section with extra 


Chain Fish Stringers 








tip 
Complete with 





Keep - Em - Alive’ 
$ 50 chain fish stringers. 8 Q 
eluminum case 14 ‘ $ 
sted et: 
WOODSTOCK LANDING NET mons 
. steal frame : Regular 15¢ 57° 









SPECIAL 
/ PFLUEGER SPINNING BAIT 
Pflueger “ee 65° 
Akron 
New GLAMOR fast moving wom 
Reel Acts like an injured minnow, mabet 


fe i Wi 
A quality, very popular, smooth th hit like med 








casting reel. Precision built and PLU RES © FLIES 
balanced. Level wind, anti-beck : - a from teodiep 
lash. moter r 

én 


A Real Bey $995 


Sele Minimem For Delivery—S$5 City—$!0 Suburbs 


Everything in Hardware STEBBINS 




















Part of a late spring ad, including 4 
variety of fishing needs. 
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BEHR-MANNING’ counter ~~ salesman” 


attracts customer attention, provides easy grit selection, and 
encourages self-service, thus saving your time for other sales. 


COMPACT AND ATTRACTIVE 


* Cabinet is of sturdy sheet steel with 
enduring enamel finish. 
¢ This yellow and blue open-front 


The cabinet is available with either of two new assortments 
of sandpaper — “FLINTERY”, which contains FLINT and 





EMERY in popular grits, and “GARTUF” containing cabinet brightens any store. 

GARNET Finishing, ADALOX® and TUFBAK SPEED- ¢ Occupies hardly more than one 

WET® Papers. square foot of counter space — 
ae ; 12 x 15 inches. 

Eliminate make-shift sandpaper storage — display this busi- * Height is 29 inches. When on 

ness-like, sales-boosting cabinet. Ask your jobber for counter the top is well within 


normal eye level. 

¢ Holds eight assorted grits or types 
of sandpaper. 

¢ Supplied with handy pressure-sensi- 
tive stickers for grit and price. 

¢ Nothing to assemble — cabinet ar- 
rives all in one piece ready for 
years of use as a permanent piece 
of store equipment. 


SANDPAPER DISPLAY CABINET NO. 54, or write 
Behr-Manning, Troy, N. Y., Dept. HA-8. 


In Canada: Behr-Manning (Canada) Ltd., 


For Export: Norton Behr-Manning Overseas Inc., 
;- Rochelle, N. Y., U. S. A. 


HER-MANNING : 


COAPORATION 
® dati of NORTON Company 


Brantford. 





A COATCD ABRASIVES 
SHARPENING STONES 
A PRESSURE. SENSITIVE TAPES 


H-7 


A complete line of abrasives and tapes for every professional and Do-it-yourself need 
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ATOMIZER SPRAYERS 


— ranging from 4 oz. te 
1 qt. capacity 


CONTINUOUS 
SPRAYERS 


— capacities from 1 pint to 3 qfts. 


i : DUSTERS 


«= with capacities of 1 pint to several pounds. 







COMPRESSED 
AIR 


SPRAYERS 
from 1% 
gals. to 4 
gals. ca- 
pacity. 









‘\ NOZZLE 








THESE AND 
MANY MORE MODELS— 
AS NEAR TO YOU 

AS YOUR LOCAL JOBBER 


- +» made by the most progressive sprayer 
company. Prices allow for full 50% mark-up. 
Nearest Jobber's name on request. 


UNIVERS 


METAL PRODUCTS CO. 
SARANAC, MICHIGAN 











94 


















Section of panel dis- 
plays of baits, tackle, 
scales aids selection. 


riety of rods, each with a price 
tag. And there is room for a visi- 
tor to handle the rod, and get its 
feel. 

Reels and more expensive baits, 
etc., are shown in a glass case. 

Although competitively priced 
merchandise is often featured in 
fishing tackle ads, a bait casting 
rod at $4.95 for example, the de- 
partment regularly stocks them at 
prices ranging from $2.95 to as 
high as $25. And most people at- 
tracted by bargain items will select 
better quality merchandise. 

Numerous orders are taken for 
items shown in manufacturers’ 


ghar 7 


' 


ya erat | ‘ind 
Wily 





catalogs, but not stocked by Steb- 
bins Hardware. 
A wide variety of reels is offered 


in many types and prices, units 
priced as high as $32.95 being 
stocked and displayed at all times. 
Other reels are also ordered from 
catalogs for customers. 

Many noon-time visitors like to 
come in to look around, and talk 
fishing without making any pur- 
chases. These visitors are always 
welcomed, and given as complete 
information as they seek. Later 
purchases—and in #izable amounts 
—frequently result from this policy 
of welcoming all visitors. 








Cash-wrap table, one end of which supports a rod display. 
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-the COLD FACTS 
about the HOTTEST MOWER 
on the market 


“pe ALUMINUM _ 


“LAWIL-BOY 


FACT NUMBER ONE... New Features 





“Pulverator” leaf mulcher. Easy to install and ready to pulverize 
leaves in a matter of minutes. Sound-Silencer Muffler makes the 


LAWN-BOY the quietest 2-cycle mower on the market. Quick 
Disconnecting Handle attaches and detaches in seconds. Gives 
extra yards of storage space in cellars or garages yet it gives 
absolute, controlled safety. 





FACT NUMBER TWO... More Features 







THREE OTHER MODELS 


In addition to the 18 inch LAWN- 

BOY illustrated above, other 

models include a 21 inch model, 
an 18 inch economy model and a 

7 a —— —. 18 inch 

models equipped w cycle en- 

ao 21 i inch model with a 4-cycle 
ine. 


Add the new features above to the ones that made the LAWN-BOY America’s most 
modern lawnmower and you've got a mower you can sell with pride. The LAWN-BOY 
trims closer. It won’t scalp. It’s all aluminum alloy construction and it’s simple to 
operate. The Iron Horse engine is designed and built exclusively for lawnmowers. 
What's more, the LAWN-BOY cuts any height grass and it cuts it with ease. Compare 
these features against those of any other mower on the market. 


FACT NUMBER THREE... 


1954 Promotion Most Complete in Lawnmower History 


Here are the facts! A 4-color 2-page spread in LIFE magazine for the second 
year, and 23 other ads in SATURDAY EVENING POST, BETTER HOMES AND 
GARDENS, AMERICAN HOME, PATHFINDER and FARM JOURNAL. In addition, 
every “key dealer” will be listed in a newspaper ad in his area at no cost to 
him. Next time you hear about advertising support, get the facts .. . then com- 
pare! You'll see why the LAWN-BOY is the best known lawnmower in America. 


SOUND SILENCER MUFFLER 


This new muffler mokes the 
LAWN-BOY the quietest 2-cycle 
mower on the market, because 
of its low sound level. You can 
hardly hear it across the street. 
It’s die-cast as an integral part 
of the housing so it cuts out 
squeaks and rattles . . . elimi- 
nates vibration noises. 





PULVERATOR 


The blade picks up leaves, 
rinds them,  . whirls the 
kes thro the expanded 

metal grill a they‘re grated 

to bits, then ejects the tiny frag- 
ments evenly over the lawn 
through the discharge chute. 

It's ony to install, easy to 

remove. And once retail store 

> aaa try it... they‘re 
sold. 





AVAILABLE THROUGH WHOLESALERS FROM COAST TO COAST 
RPM MANUFACTURING COMPANY 


Lamar, Missouri 
The world’s ome Manufacturer of Rotary Power Mowers 
y tboard, Marine & Manufacturing Company 
Makers an Johnson & Evinrude Outboard Motors 
Manufactured and sold in Canada by 
Outboard, Marine & Manufacturing Co., of Canada, Ltd. 
Peterborough, Can 
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Letters to the Editor 


THE FINEST GLUE THAT 
MONEY CAN BUY! 

5 IN THE CLEVEREST TUBE 

YOU EVER SQUEEZED 











$19,300,000,000 


Dear Editor: 


With many “Prophets of Doom” 
making predictions as to the de- 

| cline of our markets, I felt that it 
| might be a good time to start a 
movement toward “Talking Up” 

POLYVINYL RESIN [_™ 


our economy 


WH ITE GLUE Several years ago a couple of 










Unbreakable 1 oz. vynite tube 30¢ retail young men became lost when their 
Devote just two minutes of your time and car broke down in the Arizona 
send for your Free Sample of Duratite White | desert, and eventually died of 
Glue in the amazing new vynite dispenser. | thirst. 
See it... feel it...use it... we know you'll F 
DEALERS realize it will sell itself! Here’s a “red-hot” They were found near their 
deal for hardware, paint and lumber dealers car with water bags empty, but 
WRITE FOR YOUR --.a 30¢ item that sells on sight...every home there was plenty of water in the 
and business will buy and buy! : 
: radiator of the auto. Had these 
444 SA MPLE Small inventory ...quick turnover ...and : te 
today no one else has it! two men known of this water, it is 
¢ size in the ex enewun Manufacturers of Duratire Wood Dough possible that they might not have 
and Surfacing Putty since 1923 died 
WEBB PRODUCTS CO. - San Bernardino, Calif. - Norcross, Georgia ; 
Over 2,000 wholesale distributors When I found out that there 


See Us Booth 593, Nat’l. dwe. Show ° . 
: [a ae ee was $19,300,000,000 in personal 


savings as of the first of the year, 
I felt that it should be helpful to 
general trade if this fact were 


as advertised in.. known. 
and guaranteed by Bunt Of i 


GOOD HOUSEKEEPING P Guarantoed by > 
Good Housekeeping 
© wop 


— nese 













Prints the Total 

In addition to printing this fig- 
ure on my business cards and let- 
ters, I have secured lapel pins with 
this amount printed on them, and 
will be happy to furnish these in 
small quantities to those who may 
desire to come along with us in this 
campaign. 






My company is also offering 
these pins through our 70 man 
field force, and we hope that the 
impact will be felt. 

With the reserve of savings that 
exists, there is no reason for us to 
live in a parched economy or to die 
of economic thirst, and if we are 
able to spread this type of positive 
thinking we should continue to 


1. Will not bind, 
stick or werp 


2. beautiful, natural 











finish 
5. water endenmesest, sh prosper without the need for our 
requires no paint i eanenen de , — young men to again go to war. 
oon ae vision . 
4. | janufac HA-8-5-54 
yn» gaa working Cuyahoga Falls, Ohi ; ; | Yours very truly, 
| Saabs cen cleluminum ma —* 
5. corrugated bottom ... , , | A. L. Platky 
lock catch Name 5 an 
| | Zone Manage! 
| Address | Albuquerque 
MAIL THIS COUPON TODAY | <i'y : | Plomb Tool Company Denver 
Pi int d add lainly. ae 
el Los Angeles, Calif. Ockiand 
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Netting is manufactured and sold in the : 
or us to W 
a6 di West under the brand name CF&l LOK-TWIST. OTHER HARDWARE PRODUCTS 
or to dle Gold Strand Insect Wire Screening . Wissco TV Guy Wire 


we o& Perfection Door Springs . Wissco Flexible Wire Clothes Line 
— Clinton General Purpose Welded Wire Fabric 
inue to Quick Hitch Gate Springs 


for our 77] CF&I-WICK WIRE 
war. 

HARDWARE PRODUCTS 

dni ae oo} Me)-e-Volome stl tam-¥, tome ce), Mele) -a te) -e-walel, | 

Platky 2284 
{anager 
Albuquerque ° Amarillo - Atlanta . Billings ° Boston , Buffalo ’ Butte ° Casper Chicage 
Denver « Detroit * EliPaso * Ft.Worth « Houston « Lincoln «+ los Angeles « New Orleans + New York 
Ockland =e Oklahoma City °* Philadelphia «+ Phoenix * Portland = « Pueblo + Salt Lake City «+ San Francisco 
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and Star’s "HEX PAK” 


puts your STAR BLADES 
where your customers 
SEE them! 


Put this new Star “Flex-Pak” display 
on your counter, and you'll step up 
your hack saw blade sales—profitably, 
too. 

Why profitably? 

Because the “Flex-Pak” is specially 
designed to help yau sell Star Moly- 
flex® Blades— you make four times 
the dollar profits per sale, and your 
customers get more than four times 
the cutting efficiency. 

Your “Flex-Pak” will work for you 
other ways, too. It gives you a bal- 
anced stock of 80 Star Unbreakable 
Special Flexible (green) and 20 
Molyflex (copper colored) blades — 
reduces your inventory. For an invest- 
ment of only $13.64 you get an assort- 
ment of 8 kinds of Star Blades in 10” 
and 12”, 18 and 24 tooth. 

Ask your wholesaler for the Star 
“Flex-Pak”—the more your customers 
see, the more they’ll buy. 





@ 2086 


EMSON BROS., Inc. 
MIDDLETOWN, N. Y., U.S.A. 
Makers of Hand and Power Hack Saw 
Blades, Frames, Metal Cutting Band 
Saws and Clemson Hand and Power 
Lawn Machines, 











Books for the Hardwareman’s Library 


“Garden Lighting.” Here is a 
booklet for the hardwareman’s li- 
brary to refer to in advising home 
owner customers on night lighting 
of their gardens. The booklet also 
is suitable for selling to customers. 
The fundamentals of lighting a 
garden for after-dark entertaining 
are covered in this booklet. There 
is a do-it-yourself section on tem- 
porary and permanent installations, 
along with a section on lighting 
equipment available. The booklet 
has 28 photographs of distinctive- 
ly-lighted gardens and 43 sketches 
of garden fixtures. The authors 
are Edythe Polster, writer on light- 
ing, and Myrtle Fahsbender, West- 
inghouse Lamp Division director of 
residential lighting. Westinghouse 
Lamp Division, Residential Light- 
ing Department, Bloomfield, N. J. 
Price $1. 48 pages. 


“Consumer Credit—-Analysis and 
Decision” by Prof. Harvey W. 
Huegy and Prof. Robert S. Han- 
cock. This booklet describes a re- 
port card type rating of applicants 
for open account and installment 
credit. Credit applicants are graded 
on income, employment, residence, 
marital status, age, references and 
so on. An “A” grade indicates a 
good risk, a “B” grade indicates 
good but probably slow pay and “C” 
indicates a poor risk, A string of 
“A” ratings makes the applicant an 
excellent credit risk. Too many “B” 
ratings shows up the slow-pay ap- 
plicant and indicates that his ac- 
count may need careful watching. 
Too many “C” ratings indicates the 
applicant fails. The authors are 
marketing specialists at the Uni- 
versity of Illinois. Published by 
the Stipes Publishing Co., Cham- 
paign, Ill. Price: 50¢. Pages: 20. 


“Handyman’s Home Manual.” 
The editors of Mechanix Illustrated 
have produced this manual for the 
do-it-yourself market to show the 
average man of the house how to 
make a professional job of repairs 
and improvements to his home. 





Hardware dealers will want to con- 
sider the manual for their library 
as a guide which they can use in 
advising customers on do-it-your- 
self projects, and also as a book for 
sale to do-it-yourself customers, 
The text is illustrated with hun- 
dreds of step-by-step photographs, 
The projects are grouped in five 
major headings: home mainte 
nance, major home improvements, 
furniture and accessories, outdoor 
projects and miscellaneous projects. 
Arco Publishing Co., 480 Lexington 
Ave., New York 17, N. Y. Price 
$2, with usual trade discount on 
books purchased for resale. 


“Entertaining Table Ideas.” Here 
is a book that hardware dealers can 
use in a number of ways. It can 
be used as a guide for window and 
in-store table arrangements and 
displays of tableware. It can be 
used as a give-away piece for a 
table-setting promotion. It can be 
sold to customers in the tableware 
and housewares department. The 
book contains 30 illustrations, 14 
of them in color, of table arrange- 
ments. These are for occasions 
such as holidays, wedding affairs, 
teen-age crowd parties, male din- 
ners, and meals for various hours 
of the day. The book contains a 
2-page spread on how Vernon Kilns 
makes dinnerware. Published by 
Vernon Kilns, Los Angeles, Calif. 
Price: 50¢ to customers, in quanti- 
ties of 100 or more to stores, 15¢ 
each. Pages: 24. 


“Do-It-Yourself Aluminum.” 
This book is to be sold to the “do- 
it-yourself”’ market to show cus- 
tomers what has been designed and 
built out of aluminum. The proj- 
ects are divided into six classifica- 
tions: home improvements, home 
items, farm items, furniture, pro)- 
ects for women and children and 
miscellaneous. Plans or patterns 
are included with the illustrations 
whenever these are available. The 
book shows 132 different projects. 
Reynolds Metals Co., 2500 S. Third 
St., Louisville, Ky. Retail price 50¢. 
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See, feel and compare the products of more 
than 1,000 manufacturers who will display over 
6,000 lines of hardware and allied products. See also 
the greatest display of lawn, garden and light farm equip- 
ment ever assembled in one place. Get complete informa- 
tion about new products, price, delivery and merchandising. 


PLAN NOW TO ATTEND 


Fill out and mail the registration coupon now. Your badge, 
which will admit you without further registration, will be 
mailed to you. Yes ... we will make hotel reservations for you. 





Fill in and mail this registration coupon 
Please check below 


Save time by registering NOW. 
and your admission badge will be mailed to you 


if you wish us to send our hotel reservation blank. (Please Print) 


NATIONAL 














NAME TITLE 
FIRM 

HARDWARE \= 
CITY STATE 








TYPE OF BUSINESS 


Please check below the classification of your business 
[_] Wholesaler C] Retailer (] Dept. & Chain Store Buyer 
() Importer-Exporter [_] Mfgrs’ Agent () Monvfacturer [J Other 
[] Please send us your hotel reservation blank, 








331 MADISON AVE., NEW YORK 17, 
MURRAY HILL 2-4802 
FE RIOR NSS PD 


Minors under 18 yrs. of age will not be admitted under any circumstances 














1954 


- * 
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American-made 


MULTI SPEED 
POWER BRAKE 


From Bendix’ vast and diversified 
braking experience comes the latest 
and finest in bicycle coaster brakes 
—the new and revolutionary Bendix 
MultiSpeed Power Brake. 


It is designed to meet every possible 
braking requirement. The all- 
important factor of safety is insured 
by the use of a foot-operated internal 
expanding automotive type brake. 
When the bike is shifted into low 
gear by a simple movement of the 
E-Z Trigger Control, braking power 
is actually increased 32%. 


For a real sales stimulant, specify 
Bendix* MultiSpeed Power Brakes 


on every bicycle that you. order. 
———ww_"*REG. U.S. PAT. OFF. 


"Bonclj7 
muti Speed 


Bicycle 


POWER BRAKE 












ECLIPSE MACHINE DIVISION 


“Bend 


Elmira, New York (—__ ss sesvnncesressrne 
Export Sales: Bendix International Division 


205 East 42nd St., New York 17, N.Y. 


100 











Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 














Convention Check List 








For mplete detai's about the nventions listed by dates below 
the alphabeticai listings following this quick check |i 
August 11-15 Nationa! Hardware Show 
15-18 Pacific Northwest Gift Show 27-28 Hardware Wholesalers, Inc. n 
22-25 Portland (Ore.) Gift Show vention 
29-31 Spokane Gift Show 
30-31 Walter H. Allen Show November 
September 6-11 — Maintenance 
20-21 Franklin Hardware Convent 
27-29 Nationa! Builders’ Hdwe. Exposition 
1955 
siege " - C February 
tant Cit aradware nve - c 
y 10 3+ yortina G ods h 
tion of AHMA and SWHA +-10 Not. Se oe 
10-12 Cotter Fall Show 
10-12 Sporting Goods Eastern Morke: July 
Week in New York 11-14 Nationa! Retail Hardware A 
. 
National Events 
American Hardware Manufacturers House, Chicago. Sponsored by the 


National Contract Hardware Assn., 


Assn. annual joint convention with 
the National Wholesale Hardware 
Assn., Oct. 3-6 at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J. 
Arthur L. Faubel, secretary of 
the AHMA with offices at 342 Madi- 
son Ave., New York 17, N. Y. 
Thomas A. Fernley, Jr., is execu- 
tive secretary of the NWHA with 
offices at 1900 Arch St., Philadel- 
phia 3, Pa. 


(Western), Aug. 
Auditorium, Los 


Housewares Show 
1-4, at the Shrine 
Angeles, Colif. Sponsored by the 
Los Angeles Trade Fair, Inc., 1151 
South Broadway, Los Angeles 15. 


National Builders Hardware Exposi- 
tion, Sept. 26-29, at the Palmer 


John R. Schoemer, managing di- 
rector, and the American Society 
of Architectural Consultants, W. A. 
Mathewson, executive’ secretary, 
Administrative office of both groups 
at 420 Madison Ave., New York 17, 


N. Y. 
National Hardware Show, Oct. 11-15, 
at the Navy Pier, Chicago. Spon- 


sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17, N. Y. Frank Yeager, director. 


National Retail Hardware Association 


annual congress, July 11-14, 1959, 
at Hotel Statler, Buffalo, N. Y. 
Managing director, Russel! R. 
Mueller, 964 N. Pennsylvania St. 
Indianapolis, Ind. 
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National Wholesale Hardware Assn. 
annual joint convention with the 
American Hardware Manufacturers 
Assn., Oct. 3-6 at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J. 
Thomas A. Fernley, Jr., is execu- 
tive secretary of the NWHA with 
offices at 1900 Arch St., Philadel- 
phia 3, Pa. Arthur L. Faubel is sec- 
retary of the AHMA with offices at 
342 Madison Ave., New York 17, 
N. Y. 


Sanitary-Building Maintenance Expo- 
sition, Nov. 6-11 at the Ambassador 
Hotel, Atlantic City, N. J., spon- 
sored by The Industrial Housekeep- 
ing Safety Guild, Inc. (Eastern 
Sanitary Supply Group), The Har- 
rison Bldg., Philadelphia 2, Pa. 


Sporting Goods Show and Convention, 
Feb. 6-10 at the Morrison Hotel, 
Chicago. Sponsored by the National 
Sporting Goods Assn., 1 No. La- 
Salle St., Chicago 2. G. Marvin 
Shutt, secretary. 


Regional Events 


Allen, Walter H., Co., Inc., annual 
stockholders’ meeting and Merchan- 
dising Show, Aug. 30-31, at the 
Baker Hotel, Dallas, Tex. 


Cotter & Co. Fall Merchandise Show, 
Oct. 10-12 at company headquar- 
ters, 365 E. Illinois St., Chicago 11, 
Ill. 


Franklin Hardware & Supply Co., 
annual stockholders’ meeting and 
convention, Sept. 20-21 at company 
headquarters, 918-28 N. Delaware 
Ave., Philadelpha 23, Pa. 


Hardware Wholesalers, Inc., Fall Con- 
vention and Stockholders’ Meeting, 
Oct. 27-28 at company headquarters, 
Fort Wayne, Ind. 


Pacific Northwest China, Glass, Gift, 
Stationery, Jewelry, Toy and House- 
wares Show, Aug. 15-18 at Civic 
Auditorium, Olympic and New 
Washington Hotels, and Terminal 
Sales Bldg., Seattle, Wash. 


Portland China, Glass, Gift, Jewelry, 
Stationery, Toys, and Housewares 
Show, Aug. 22-25, at the Public 
Auditorium, Plaza and Benson Ho- 
tels, Portland, Ore. 


Spokane Gift Show, Aug. 29-31, at 
the Davenport Hotel, Spokane, 
Wash. 


Sporting Goods Eastern Market Week, 
Oct. 10-12 at the Hotel New Yorker, 
New York City. This trade show is 
similar to the annual Western 
Market Week, sponsored by the Na- 
tional Sporting Goods Assn., 1 N. 
La Salle St., Chicago, Ill. 
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* Genuine *%" welded tubular steel legs 
with non-skid rubber tips. 


* Aluminized or Modern Black baked enamel 
finish. 


* Plastic covered clips on removable trays. 


* Available in two decorator colors— 
Mocha and Teal Green. 












ONLY 


395 


FAIR TRADE RETAIL PR £ 


KING-SIZE TV TRAY 
Item #450. 
Packed 4 to a carton. 
Shipping weight 
20 Ibs. 






<a t "0a o> » 
> Guaranteed by ” 
Good Housekeeping 


. 
w 
S45 apyeanisee 





/ GANDY 


KINC-C WETV TRAY 


TABLE 


Now you have a whole new TV Tray market! Cus- 
tomers who already have the regular size Cal-Dak 
TV Tray Tables are your best prospects. They’ll 
really appreciate the new, extra-roomy 2034” x 16” 
trays created from exclusive Cal-Dak dies, and the 
taller 25” high stand! 


KING-SIZE TV TRAY SET 91599 «1201 ce rms 


Item #45. Packed 1 set to a carton (4 trays and handy storage rack). 
Shipping weight 23 lbs. 


Latest in the complete line of America’s most popular TV Trays. 


CAL-DAK hw Two factories to serve you better bn, 


Colton, California « La Porte, Indiana 
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“Better th 





Why you sell more paint with 
the “Dutch Boy” Color Gallery: 


Simple system — easy for your customers to under- 
stand and use. 


The colors you need to meet today’s demands, either 
traditional or modern ... glamorous pastels, in- 
between shades, deep tones. But not so many colors 
that customers are confused, sales slowed down. 


Shopper stopper display case — exquisitely beau- 
tiful “showpiece” that draws people to it and makes 
them buy. 


Brings in new customers — once they get the word 
from your old customers, lots of new ones will be in 
to see this marvelous Color Gallery. And to buy paint! 


“Take-home” chips that make it easy for customers 
to match up colors with home furnishings — that also 
tell them which colors go together. 


Pocket edition — a special “tool” for selling big- 
volume prospects, such as real estate developments, 
factories, hotels, schools, etc. 

Big name brand that’s nationally advertised . . . that 
people know and have confidence in. 


Outstanding paint value— every Color Gallery 
paint has the top quality all “Dutch Boy” products are 
famous for. The interior finishes are modern alkyd 
resin enamels . .. with all this means in easy applica- 
tion, uniformity of finish, long service. 


Priced right — customers pay no premium for Color 
Gallery paints. They’re popularly priced, to appeal to 
the widest market. 


Why you make extra profit 
on every gallon sold: 


No Complicated Mixing — you save time. The Color 
Gallery is a simple “one-shot” system. You use only 
one blender for each gallon or quart of paint. 

Small Investment — you don’t tie up a lot of money 
in inventory. All you stock is a few bases, plus the 
necessary color blenders. 

Little Shelf Space Required — your entire stock of 
color blenders fits into an area the size of an average 
door. 


Exceptional Turnover — as you carry only a few base 
paints, you get much faster turnover with the Color 
Gallery than with regular paints. 
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Meadville Paint & Wallpaper Co., 
says his “200 to 300% increase 


an 10 times 








Mr. Joseph G. Gray, 


in Dutch Boy sales... 
is only the beginning!” 


If, as Mr. Gray, Meadville Paint & Wallpaper Co., 
writes, 312 or 4 times turnover is average, he and 
his new “Dutch Boy” Color Gallery — with “better 
than 10 times turnover”—are certainly going places. 


So’s Mr. McLaughlin of the W. H. McLaughlin 
Company, Providence, R.I. Starting in business, 
he bought about a hundred gallons of Color Gallery 
finishes. And in “eight months...sold more than one 
thousand gallons...a most remarkable turnover.” 


Equally enterprising, and equally successful 
with the Color Gallery, Mr. Rinker, Rinker Paint 
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Dutch Boy* 
Color Gallery! 








—_ 
/_ |...with the new 
nN 


per Co, Company, Augusta, Georgia, calls it “a MUST in A Big Help With 
he and our store.” It accounts for a higher percentage of Your Big Buyers 
sales ratio to money invested than the two other 






| “better . 
. aha ... painters, decorators 
s places. full line products carried in his store. proje ot manag ae 
—_ Could your net profits stand a boost? The Pocket Edition of the new “Dutch Boy” 
e ; * , Color Gallery is the swellest “gimmick” you 
usiness, Then take a tip from these “Dutch Boy” boosters, ever saw to help your big buyers do their color 
Gallery and put the Color Gallery to work for you. planning. Get a dozen or so, and watch ’em 
ben one boost your gallonage, fast! 
saan Just ask your “Dutch Boy” salesman — or write ‘ 
our nearest branch office—for a demonstration. 
N NATIONAL LEAD COMPANY: New York 6; Atlanta; 
ccessful © matter whether you now have a color system Buffalo 3; Chicago 80; Cincinnati 3; Cleveland 13; Dallas 2; 
or not Philadelphia 25;Pittsburgh 12; St. Louis 1; San Francisco 10; 
r Paint ot. Boston 6 (National Lead Co. of Mass.). *Reg. U.S. Pat. Of. 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 107. 


(Continued from page 13) 
and skinning fish. Side cutters are 
useful for cutting steel 
line, etc. Heavy  copper-nickel- 
chrome plating prevents rust from 
moist air, wet hands, and salt water. 
Plier is enclosed in leather sheath 
with its name embossed in gold. 
Sheath and plier, identified as No. 
221A, is packaged in red and white 
gift box. Plomb Tool Company. 


leaders, 


For more data circle No. 8 on postcard, p. 107 


Electric Clocks 

Here are three new self-starting 
electric clocks. 
style alarm in 


Minx is a modern 
beige and taupe 


gray with red sweep second hand. 
plain 


Retails at $6.95 with dial; 





$7.95, luminous dial. Rondo is a 
kitchen clock in red, white, green 
or yellow. Also in black with gold- 
bronze hands and numerals. Re- 
tail, $6.95. Silhouette (illustrated) 
is a white wall clock with bright 
polished brass spheres and hands. 
Retail, $14.95. All prices plus tax. 
Seth Thomas Clocks. 


For more data circle No. 9 on postcard, p. 107 


Shelf Maker 

Jiffy shelf maker makes _per- 
manent shelves easily and quickly 
without tools or nails. Has a small 
tab that fits between wall and ends 
of present shelf. Bracket is put in 
place and new shelf board added; 
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though nailed 
rustproof steel, 


holds 
Made 


tightly as 
of plated 
shelf maker makes standard shelves 
8 in. high, of any length and width. 
Instructions on each package. Tar- 
get Products Co. 


For more data circle No. 10 on postcard, p. 107 


Pop-Up Toaster 

New model 1484 pop-up toaster 
is said to tan bread in record time, 
and produce same color toast with 
all varieties of bread, including 
white, rye, protein enriched, frozen 
or whole wheat. Key to toaster’s 
speed is an element made of fiber- 
glass fabric filled with glass wool. 
The fiberglass has a low mass, 
heats up quickly thereby speeding 
the toasting process. In addition 
to speed and versatility, toaster is 
claimed to have high dependability 
(uniform color from piece to piece). 
Suggested retail price is $18.95. 
Proctor Electric Co. 


For more data circle No. 11 on postcard, p. 107 





Electric Space Heater 
New electric heater, the 
Titan Trio, gives both convection 
and radiant type heat and has a 
built-in purifying lamp. The 132 
watt convection heating gives fan- 
forced heat; the 1000 watt radi- 
ant element gives direct heating, 
and the 3.5 deodorizing lamp puri- 
fies the air, eliminates odors and 
mustiness. Heater is 16 in. high, 
15% in. wide and 13% in. deep, 
and is shipped in re-usable plastic 


space 





includes 


features 
automatically shuts 
off power if heater is tipped over. 
Titan Mfg. Co. 


For more data circle No. 12 on postcard, p. 107 


Design 
which 


bags. 
switch 


Traffic Game 

Toy set, called Let’s Play Safe, 
makes use of authentic traffic 
equipment scaled down for use by 
children, to train them in safe traf- 
fic procedures. Set contains five 
metalized, full-color replicas of 
regulation traffic signs, a manually 
operated traffic light and parking 
meter, police license, police badge, 
whistle, book of Junior _ traffic 
tickets, a safety story booklet and 
set of playing rules. Game is pack- 
corrugated carrying 
case; retails at $3.95. Smaller ver- 
sion available at $1.49. X-Acto, Ine. 


For more data circle No. 13 on postcard, p. 107 


aged in a 


Kitchen Step-Stool 

Kitchen step-stool, S50,  (illus- 
trated) is of chrome plated tubular 
steel. Stool has large upholstered 
seat and back, sturdy wrap-around 
seat frame and rubber treaded non- 
slip steps that fold under seat when 
not in use. Comes in red, blue, 
yellow, green, black or gray plastic. 
Lists at $12.95. Also new is an 
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EASILY AND QUICKLY INSTALLED 
The Red Jacket Pitless Unde-ground Dis- 
charge is easily installed and insures 
maximum sanitation by sealing the well 
off from surface contamination. In ad- 
diticn, the Underground Discharge pro- 
tects piping from freezing. 
This well accessory is especially easy to 
install where a pit is already being used. 
After installation the pit can be filled in, 
thereby eliminating the possibility of in- 
jury to humans or livestock. 
The savings realized by eliminating a 
pump house or pit will more than pay the 
cost of a complete Underground Dis- 
charge unit. 
This economical and desirable well ac- 
cessory should be installed with every 
submergible pump. Available for wells 4 
inch and larger. Write for descriptive 
ircular_ No. 4192. Address Dept. HA. 
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THE 
RED JACKET 
NO. 465 Pitless 


Underground Discharge 


ELIMINATES COSTLY PUMP HOUSES AND PITS 
INSURES SANITATION 


FOR USE WITH RED JACKET AND OTHER 
SUBMERGIBLE PUMPS 


@ MEETS GRADE "A" MILK REQUIREMENTS 


APPROVED BY WISCONSIN, MINNESOTA AND 
OTHER STATE BOARDS OF HEALTH 


@ FROST-PROOF, FOOL-PROOF 





* 
PITLESS UNDERGROUND DISCHARGE 


‘*SUBMERGA"’ 
PUMP 


RED JACKET 
(Gea __ MANUFACTURING CO. 


DAVENPORT, IOWA 


=n 
Na —_ The Choice That's Made Friends” 





— Since 1878 


“water” \ 
service 
products 

















all purpose step-up Booster, S65, 
which is a 9x11 in. rubber treaded, 
plywood step that stands 10% in. 
high on 34 in. steel tubing. Comes 
in ebony finish at $1.25 (net), and 
in chrome at $1.35 (net). Gilton 
Mfg. Corp. 


For more data circle No. 14 on postcard, p. 107 


Abrasive Saw Blades 


New Handee abrasive saw 
blades have special universal bush- 
ings which enable them to be used 
on most popular makes of portable 
tools, bench and stand grinders, 
and on flexible shafts with guards. 
They come in 7 and 8 in. diameters, 
and in two types: masonry and 
general purpose. Blades come in 
self-service display, which includes 
three 7 in. general purpose, three 
7 in. masonry, three 8 in. general 
purpose and three 8 in. masonry 
blades. Chicago Wheel & Mfg. Co. 


For more data circle No. 15 on postcard, p. 107 
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Short Drill, Saw 


New model 123 short drill (il- 
lustrated) has % in. capacity in 
steel and 1% in. in wood. Back 
spade handle may be removed for 
shorter chuck line length. Pipe 
handle is also removable. Chuck 
speed with no load is 550, full load 
330. Model 383 drill has % in. ca- 
pacity in steel, 14 in. in wood and 
a chuck speed of 800 with no load, 
580 with fu!l load. Both drills may 
be obtained in 115, 125, 150, 230, 
or 250 voltages as specified. Also 
introduced is new addition to 





Handyman line, H70, 7 in. light- 
weight saw. Saw cuts dressed 2 x 
4 in. at 45 degress and cuts from 
38 to 23% in. at 90 degrees. It ac- 
commodates 1% in. abrasive wheels 
and comes furnished with a com- 
bination rip and cross cut blade, 
wrenches and lubricant, all packed 
in display carton. Weight of saw 
is 121% lb. Stanley Electric Tools. 


For more data circie No. 16 on postcard, p. 107 


Scrubable Paint Finishes 


Bru-Tone scrubable paint line 
now includes flat and semi-gloss 
finishes. Colors will be matched in 
deep tone Vogue colors as well as in 
Trend Tints. Both lines are alkyd, 
odorless and scrubable. Bruning 
Brothers, Inc. 


For more data circle No. 17 on postcard, p. 107 


Nylon Braided Cord 


King Cotton 100 pct Nylon 
braided cord does not absorb mois- 
ture, dirt, dust, etc. It is resistant 
to acids, alkalis, mold and mildew. 
Can be used for mason’s line, 





chalk line, plumb line, fishing line, 
shoe laces, clothes line, crafts, hob- 
bies, pull cord, etc. Sizes 18 and 21 
on 100-ft. spools are packaged in 
colorful display box. Also avail- 
able in 250, 500 and 1000-ft. spools 
John H. Graham & Co., Inc. 


For more data circle No. 18 on postcard, p. 10° 


Metal Polish Kit 

Metal polish kit consists of tw 
bottles, one containing metal 
polish; the other, crystal-clear per- 
manent Acrylic coating. Brushes 
are attached to each bottle cap for 
quick and easy application. First, 
polish is applied to remove dirt; 
then coating is applied to protect 
surface and prevent tarnish. Kit 
retails for $1.19. Krylon, Inc. 


For more data circle No. 19 on postcard, p. 107 


Rug Cleaning Brush 

New float-action whirling brush 
for dry cleaning rugs is available 
for the ALM-13 floor maintenance 
machine. Brush rides in a special 
mounting ring with rubber splash 
guard to protect walls and wood- 
work. Attachment has non-mark- 
ing, heavy duty plastic casters. Ma- 
chine can be rented for do-it-your- 
self rug cleaning at home. Can also 
be used for polishing, waxing, 
scrubbing, buffing, steel wooling or 
dise sanding. American Floor Sur- 


facing Machine Co. 


For more data circle No. 20 on postcard, p. 107 





(Continued on page 110) 
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Please use this P. O. 
Box Address for Quick 
Check Cards Only 































































































CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 






























FIRST 
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(Sec. 34.9 P.L.&R 
New York. N. Y 
BUSINESS REPLY CARD aannmen 
No postage necessary if moiled in the United States ——— 
POSTAGE WILL BE PAID BY ee 
HARDWARE AGE a 
Post Office Box 60 
Village Station — 
NEW YORK 14, N. Y. Sea 
Postcard valid 8 weeks only. After that use own letter f escribing item wonted 8/5/54 
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Here is Your Quick Check Card 


What it is... How it works 


@ Each issue brings you dozens of descriptions of new products, new dis- 


plays, etc., in the ‘What's New" columns. You get more of these in 
HARDWARE AGE than in any other magazine. 


@ When you want more free information on any of these products, simply 


mark a circle around the same number on the post card as appears 
under the individual item description. 


@ Drop the post card in the mail box. No postage is needed. You will 


quickly receive, free, complete details on the product from the manufac- 
turer. You may circle as many items as you wish. Separate information 
will be sent you on each item. 


@ Be sure to give your full name and address on the post card. Print or type 


it clearly. We cannot service post cards with incomplete addresses. 
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A big help for busy deal- 
ers. Use this card for free 
information on new prod- 
ucts described in this issue. 























Please use this P. O. 
Box Address for Quick 
Check Cards Only 
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W IMPULSE ITEM! 


HYDE MANUFACTURING CO SOUTHBRIDGE, MAS 


ome t HOOKED BLADE FOR EASIER - FASTER CUTTING 
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NEW! 
SNACK 
SPREADER 


COLORED 
PLASTIC 
HANDLES 


ad once 


FLEXIBLE 
STAINLESS 
STEEL 
BLADES 





° YELLOW Pie 





DISPLAYED ON CARDS 
RETAIL .69 — 

12 #89 SPREADERS 
IN BOX — 


RUSH 


NAME 
COMPANY 
ADDRESS 


SHEETS ON AD- 
VERTISED ITEMS 















HYDE’S 
NEW MULTI-USE KNIFE 


““More than a linoleum 
knife, it has dozens of 
uses for home, garden, etc.” 


MERCHANDISED TO SELL 
COLORFUL! 


@ SEAMLESS AND SHATTER-PROOF 
PLASTIC HANDLES IN 3 COLORS — 
RED, BLUE AND GREEN. 


@ SPECIAL HOOKED BLADE OF HIGH 
CARBON STEEL. EXTRA TOUGH — 
EXTRA SHARP. 


EVERYONE WILL WANT IT! 


© CRAFTSMEN ©@ NURSERY MEN 
© HOME OWNERS * © SPORTSMEN 
© GARDENERS © STOCK CLERKS 


© BOAT OWNERS © FARMERS 
12 KNIVES FULL 40% 
commen cna PROFIT 
COST — $5.69 -79 RETAIL 
PROFIT — $3.79 EACH 


MANUFACTURING CO. 
SOUTHBRIDGE, MASS., U.S. A. 


SEND HYDE NEWS- 
PAPER OF NEW 
PRODUCTS 


CATALOG 














TOLEDO 
PIPE CUTTER 





Heavy Duty 
Wheel and 
Roller 






% Positive clean-cutting action. 
% Hooks on pipe easily . . . tracks per- 





| 


. 


| cide 





fectly . . . sturdy malleable frame 
formed to fit the hand and guaranteed 
warp-proof. 

% High alloy steel cutter wheels leave 
practically no burr. 

% Rollers in hook provide a square base 
when starting tool on pipe. Cuts %”" 
to 2” pipe . . . with speed and ease! 
Order + oP your supply house. 
Write for new catalog. The Toledo 
Pipe Threading Machine Co., Toledo, 

Ohio. New York Office: | 

165 Broadway, Room | 


1310. 


RELY ON THE LEADER! 





POWER PIPE MACHINES 
POWER DRIVES 
PIPE TOOLS 
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| sprayers. 


BWHAT’S NEW 








(Continued from page 106) 


Electric Room Heater 


Air King Jet Ray heater, Model 
No. FH10, delivers heat in 20 sec- 


onds and has a pressure blower 
blade to provide greater air de- 
livery and quiet operation. Ther- 


mostat gives actual room tempera- 





ture readings, not the heater tem- 
perature. Heating element and fan 
shut off automatically if heater is 
tipped over. Finished in Beigetone 
baked-on enamel, with a chrome 
grill, heater weighs 12 lb. Retails 
at $33.95. Berns Mfg. Corp. 


For more data circle No. 21 on postcard, p. 107 


Wheelbarrow Sprayer 

This wheelbarrow sprayer has a 
pressure tank built into the insecti- 
container, thus eliminating 
attachments from pressure 
tank to container employed in con- 


hose 


| ventionally designed wheelbarrow 


Develops 250 lb. of pres- 


sure with little effort. Universal 


| Metal Products Co. 


| For more data circle No. 22 on postcard, p. 197 





Lawnsweeper Wind Apron 

Sweep - O - Matic lawnsweeper 
models are equipped with 
transparent plastic wind apron. On 
breezy days apron is drawn up to 
hamper assembly. Wind 
apron operates on a spring actu- 


now 


enclose 


ated roller that is fastened t 
front shield of Sweep-O- Matic. 
After use it is easily  rerolled 


Sweep-O-Matic is available in 2! 





widths. 
ment is also available for applica- 
tion on 1954 standard model Lam- 


and 30 in. Apron attach- 


bert lawnsweepers. Lambert, Inc. 


For more data circle No. 23 on postcard, p. 107 


Floor Cleaner & Bleacher 


New cleaner and bleacher for 
floors, called San, strips off varnish, 
shellac, wax in one operation. Does 
not create any odor, fumes, or dust 
and eliminates any fire hazard. 
Product is packaged in 1 lb boxes 
in cartons of 12. Savogran Co. 


For more data circle No. 24 on postcard, p. 107 


Submergible Pumps 


New series of  submergible 
pumps operate entirely under 
water. Available in %, %4, 1, 1%, 


2 and 3 hp sizes for wells as deep 
as 1000 ft with capacities as high 
as 3360 gal. per hour. Equalizing 
pressure feature maintains the 
same pressure in the motor as in 
the surrounding well water. Pump 
is a multi-stage centrifugal type 
close coupled to a submergible elec- 
tric motor. Water-cooled motor, 
which is sealed in oil, never needs 
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WHAT’S NEW 





an 


lubrication. Pumps can be | in- 
stalled in 4 in. or larger wells. 
Flint & Walling Mfg. Co., Inc. 


For more data circle No. 25 on postcard, p. 107 


Combination Door Grille 
No. 16 Nu-Way Push Grille, 
available for 32 and 36 in. screen 
doors, now also comes in 21, 23 and 
27 in. widths which are ideal for 
attaching to the screen panel on a 
combination screen-storm door. An- 
other grille is available in 6 in. 
height and in same widths as No. 
16 model. Macklanburg-Duncan Co. 


For more data circle No. 26 on postcard, p. 107 


Apartment Ranges 


New line of Martha Washington 
apartment ranges in canary yel- 
low, surf green and pink pastel 
porcelain enamel are available in 
gas and electric models. Complete- 
ly automatic, ranges feature flush- 
to-the-wall construction, porcelain 
enamel oven, automatic heat con- 
trol, porcelain enamel broiler and 
modern mantel back. Also avail- 
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FULLER'S 2 


BUSINESS 





s Figures Jumped 


‘ le 7 
Fuller's Sa 91% in April! 


9% in March— 


FULLER IS THE BRAND 


BECAUSE FUL 
ITEMS THAT i 








ER'S PROD- 


LL 
BUSINESS. THAT'S WHY FU ian Tan 


UCTS ARE GOOD BUSINESS — 















“SCREW HOLDER” Screw Driver 


Fuller's new , tall Price 
2 i and sets screws tightly 
* T cater cotuien steel blades 

© unbreakable amber handles; blister-proof domes 
+410—6 drivers, in 4 popular sizes, on 
@ traffic-stopping display card! 












Retail list Total 
1 #41 Y¥a"* x Ve" 30 -30 
2 12-4" x 3/16"* 45 -90 
2 13—6"" x 3/16"° 50 1.00 
1 #41 "2 3/16" 55 55 














Total Retail List per Assortment $2.75 


DEALER'S COST... .$1:83 
ALSO AVAILABLE IN OPEN STOCK! 


ULLER'S NEW SLIP-JOINT PLIERS 


A high-quality, cleen-Gnish 6" plier priced te retail et 36! 
Cost $2.98 per dozen. 
box 










. takes up to 1%" diameter bite! Will cut wire! 
© Thin nose for “hard- * jobs! Sure-gripping teeth! 
> steell Ground edges! 





‘S- For FAST SERVICE on these new Fuller i 
DEALERS: Ay order with ge Eg Jobber. ep one 


wi RUSH shipment ! 
JOBBERS: Write today for wide-margin cata- 
log sheets 


| ULLE and salesmen's somples. 
he TOOL COMPANY, INC. 
3522 WEBSTER AVENUE NEW YORK 67 
” Forld’s Largest Producers of Unbreakable Amber Handle Tools 
ay Export Sales Dept.: John H. Graham Co.. 105 Duane Se.. M. Be 








od ea |e 
‘wee’ 
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@ For more 


information 


on these products and 
services use free post 
card on page 107. 


able in white porcelain enamel and 
with Perma View Pyrex oven door 


window and 
oven door. 


For moré data circle No. 
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oven 
Gray & Dudley Co. 


light, or solid 
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COLORS 
White 
Gray 
Cherry Red 
Pastel Blue 
Pastel Green 


Sunshine Yellow 


Power Spray Unit 


unit, the Economy 
Spray Jr., attaches to power 
mowers, rotary or reel type. Unit 
uses power of mower engine to 
throw a fine, dense spray of insec- 
ticide, disinfectant, weed killer, or 
water-soluble fertilizer. Spraying 
pressure can be regulated by speed 
of mower engine from 1 to 100 lb. 
Tank capacity is 5 gal. of liquid. 
Automatic agitator keeps chemical 
solutions at even strength. Unit 


Power spray 


HUNDREDS OF 
e USES 
e PROSPECTS 
e SALES 


Here, now, Perforated Masonite 
Duolux tempered hardboard 


panels packaged for consumer sales. 


Big 18%” x 23%” panels, in a choice of 6 
decorator colors, packaged individually com- 
plete with hooks and mounting hardware. 


There is an established consumer demand... 
how about filling it? 


| 
1 USE IT IN | IT’S 
Kitchen Smooth 
| Garage 1 Snag Free 
Shop | Enameled 
I . . 
| Closet j Moisture Resistant 
1 Basement |  Splinterless 
Bath Easy to sell 
| LivingRoom 4 Easy to install 


Send for literature and prices. 


Hookrite Products Corp. 
49 Empire Street 


National Sales Representatives 


JOHN H. GRAHAM & CO., INC. 


105 Duane Street . 


Newark, N. J. 


New York 8, N. Y. 





comes with a 16! 
tension arm to reach hard-to-get- 
at places. Two size nozzles are fur- 
nished to vary density of 
Strunk Equipment Co. 


» ft. hose with ex. 


spray 


For more data circle No. 28 on postcard, p. 107 


Electric Trivet 

Electric trivet 
heating element 
and 
table. 


has a 50-watt 
that keeps 
hot right at the 
encased 


food 
beverages 


Rubber feet pre- 





furniture or 
trivet 
Blossom design. 
with cord; $3.95 
Mfg. Co. 


vent 

linens. 
comes in Apple 
Lists at $4.95 

without cord. Enterprise 
of Pa. 


For more data circle No. 29 on postcard, p. 107 


marring of 
Made of cast iron, 


Carpet Sweeper Line 


New line of carpet sweepers have 
Activated combs that provide quiet- 
er operation and more effective 
brush cleaning. Sweepers also fea- 
ture coined corners on the pans to 
permit use on bare floors without 
scratching. New line includes fol- 
lowing models: Aristocrat, Vac-Aid, 
Evry-Dae, Milwaukeean and Tydee- 
Sweep. E. R. Wagner Mfg. Co. 


For more data circle No. 30 on postcard, p. 107 
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WHAT'S NEW 





Electric Water Heater 
Model E-12 is a 12-gal. capacity 
water heater, weighing 61 lb. Has 
white baked enamel finish. Stands 
290!; in. Tank is hot-dipped gal- 
vanized and is surrounded by fiber- 





glass insulation. Band-type ele-| 
ment surrounds water with heat. | 


Temperature easily controlled by 
adjustable dial. Operates on stand- | 
ard 115-volt system. Suggested re- 
tail selling price, $47.95, including | 
tax. Designed for mobile homes, 
summer cottages, small apartments, | 
work shops, ete. Duo-Therm Divi- | 
sion, Motor Wheel Corp. 


For more data circle No. 31 on postcard, p. 107 





Sander Rental Kit | 

Introductory sander rental kit of- | 
fer includes new Syncro 900 heavy | 
duty portable sander, a free metal | 





carrying case for renters’ conveni- | 
ence, free “Sanders Rented” sign, 
free sanding handbooks and sander 
catalogs. Syncro Corp. 


| 
For more data circle No. 32 on postcard, p. 107 


Window Hanger 


For hanging curtains, drapes, 
shades and venetian blinds, this 
hanger does the whole job for any 
window, using four screws. It is 
particularly designed for use where 
there is a narrow molding to at- | 
tach the hanger. For windows 
Where there are only curtains and 
shades, a bracket is used. Packed 
in counter display box containing 
2 doz. hangers, 1 doz. brackets, and 
descriptive folders. Available free 
with each box of hangers is a Pony 









Display, rigged up with a shade 
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your : 


DOEPKE ENTERS IRHA 4 


‘Do-It-Yourse” PROMOTION! (Gh 








Y~ >) 
THE ULTIMATE IN, % 
hig dimenshigy 


The most completely detailed 
“Build - it - yourself” kit on the 
market—a replica of the British 
M.G. sports car. Die-cast body, 
steel frame and over 50 precision 
parts. Requires only a screw- 


driver for assembly 


er 
PACKAGED 
FOR DISPLAY 


This colorful, self-merchandising 
box displays all parts—attracts 
shoppers, stimulates impulse 


} An educational father-and-son project 
when assembled, a collector's item ora 
rugged toy with steerable front wheels, 


semi-pneumatic tires and semi-elliptical 


buying. Packed 6 to the carton. 
Shipping weight, 36 Ibs. 


rear springs. Delivered with gray primer 
coat, can be painted to individual color 


preference. 







Plated trim. Length, 
15"; weight, 5 Ibs. Factory 
Maintained List, $10.95—West, 
$11.75. 





The Chas. Wm. Doepke Manufacturing Co., Inc, Rossmoyne, Ohio 
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@ For more information on these products and services 
use free post card on page 107. 


roller and a double curtain rod, to 
illustrate application of hanger. 
Solo Hanger Div., H. R. Mason & 
Associates. 


For more data circle No. 33 on postcard, p. 107 


Knife, Scissors Sharpener 


Combination knife and scissors 
sharpener (illustrated) has a sepa- 
rate grinding wheel for scissors 
with a 12'1%° bevel. Switch oper- 


ates sharpener when slight pres- 





sure is Automatic 


applied. 
stalls motor without harming it if 
blade is pressed too firmly against 


stop 


grinding wheels. Sharpener has 
white shockproof plastic case, black 
platform switch, and black non- 
skid rubber base. Supreme Prod- 
ucts, Inc. 


For more data circle No. 34 on postcard, p. 107 


14-Cup Coffee Maker 

In the May 27 issue, page 132, 
we incorrectly stated that the new 
Revere 14-cup coffee maker listed 
for $24.25. The correct price is $25. 
Revere Copper & Brass, Inc. 


For more data circle No. 35 on postcard, p. 107 


Football; Sport Sets 

DM5 football is scientifically 
tanned and has a tacky finish for 
better gripping. For better visi- 
bility during night games, it has 
one white band around each end. 
Ball is waterproofed. Lists at 


114 





$15.95. Line of sport sets includes 
three football sets, four baseball 
sets, a father and son set of boxing 
gloves, and a rubber basketball and 
goal set. Prices range from $1.95- 
$14.95. Draper-Maynard Co. 


For more data circle No. 36 on postcard, p. 107 


Vinyl Flooring in Rolls 

Kenflor vinyl flooring is now 
available in rolls of 27, 45 and 54 
in. widths. Each roll is 75 lineal 
ft long, with rolls down to 45 lineal 
ft at Kentile’s option. Rolls come 
in all twelve Kenflor colors, which 
feature distinct marbleization. 
Flooring is designed for use in the 
home as well as in public buildings, 
business offices and commercial in- 
stitutions. Kentile, Inc. 


For more data circle No. 37 on postcard, p. 107 


Plastic Toilet Seat 

This improved Puritan Style 
1000 plastic toilet seat, of all-en- 
closed, solid type, has an extended 





back hinge. Seat is available in 
seven marbleized colors. Also in 
line is Style 600. Century Plastic¢ 
Products, Inc. 


For more data circle No. 38 on postcard, p. 167 


Jet Pump Pipe 

Called Cresline Double-Jet, new 
plastic pipe is designed for jet pump 
installation. Combines two differ- 
ent sized pipes in one coil and can 
be worked into weil without fore- 
ing. Eliminates pinching or bind- 
ing against the casing. Pipes are 
made of non-toxic polyethylene. 
Double-Jet is available in sizes 
34x1 in., 1x1% in., 144x114 in. and 
114x1% in. Crescent Plastics, Ince. 


For more data circle No. 39 on postcard, p. 107 


Keystock Assortment 
Improved XXZ Zinkote plate fin- 
ished keystock assortment will 
make 95 per cent of all keys needed. 
Each bar is rust-resistant coated. 





In addition to regular assortment, 
foot long key bars up to 1% in. wide 
are available. Display case or 
stock carton is free. Baden Steel- 
bar Co. 


For more data circle No. 40 on postcard, p. 107 


Spinning Reel 

Spinning reel “500” has fully 
automatic pickup of chrome-hard- 
ened alloy, which conforms with 
spool circumference during cast 
and retrieve, thus eliminating line 
snagging and_ knuckle scuffing. 
Other features are quickly remov- 
able spool, cross wind, smooth 
drag, anti-reverse button, and im- 
proved gearing with oscillating 
pinion. Reel weighs 9 oz., has die- 
cast aluminum alloy housing and 
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I can tell you how . . . because I’m his Spectro- 
matic salesman—the guy who helped ion to 
install the new system that reduced his paint 
inventory by 50%. It got rid forever of slow- 
seller colors too. And it automatically sent more 
customers into his store. Wouldn't you like 
to have results like this? 


HUNDREDS OF COLORS TO SELL! This plan, the 
Spectro-matic System, is a great advance in 
paint selling. Easy to install and so efficient 
the paint almost sells itself for you. You need 
only 12 colorants plus some white to give you 
hundreds of tested popular colors to sell. You 
can then display on your counter the Spectro- 
matic color books with big 8” x 54” color chips. 


HARD HITTING ADVERTISING! The day you put 
yours Spectro-matic color books on your counter 
you'll begin to notice how the books do your 
selling for you. A typical customer sees the 
current Spectro-matic ad in her favorite maga- 
zine. It tells her to stop in your store and bor- 








Now he always has the colors 
they want...his paint business 
has tripled...yet he just .. 


CUT HIS PAINT 
INVENTORY 50% 


HOW CAN THIS MAN RUN A BUSY STORE 
AND STILL SELL SO MUCH PAINT SO FAST? 


row the color book to take home. The next day, 
having “‘tried”’ the big color chips on her wall, 
she comes back to you knowing exactly whic h 
color she wants. Even if her problem was to 
match her drapes, carpeting or a picture torn 
out of a magazine. All you have to do now is 
sell her brushes or a “gt while the paint is 
mixing in your handy shaker. 


HOUSE PAINT IN 165 COLORS! No Spectro-matic 
dealer fears the big trend to ae in house 
paint. The Spectro-matic way means you don’t 
lose sales because you lack the right color. 


24 NEW BLONDE AND WOOD TONE STAINS! Even 
the stains that customers need when they re- 
decorate to get a modern effect are included 
in the Spectro-matic System. This amazing 
system actually gives you hundreds of interior 
colors, 165 house paint colors and 24 wood 
stain colors with practically no inventory on 
your shelves. Clip and mail the coupon shown 
below. Triple sales in your paint department. 


B Spe ectro-malic Paints 


Simplest Color System Yet tor wouse PAINT, WALL FINISHES, ENAMELS, WOOD FONE STAINS 









































AVolite Pure Paints Merchant's & Mfg’s Paint Co. 
20,Va. 2, Ky. | Gentlemen: | am interested in the Spectro-matic way 
B-B Paint Corporation Norfolk Paint & Varnish Co. j to run a really practical and money-making paint 
Quincy 71, Mass . . | department. 
The Joba P. Cochran Ce. Omaha 2, Neb | Please send me detailed information 
Comnan-Conpeel Paint Co., inc. Rockford, llinois Ge. Please have your representative call on me. 
” Stebbins & Inc. | 
Paint Ce. Little Rock & Ft. Worth Name. 
San Francisco 10, California Universal Paint & Varnish Co. | ; 
Felten, Sibley & Ce., inc, Huntington Park, | Firm Name 
. in Canada: | Address 
Ford Paint & Varnish Co. Marshail-Wells Canadian Co's. | 
nes RE Winnipeg, Monitede | City. —— 
Lohman Bres. Corp. Mount Royal Color & Varnish Co., Ltd. TPR nrentty Ramen: > pete a er er ES 
Jersey City, New Jersey Montreal, Quebec 
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spool; other parts of stainless steel 
and nylon. Lists at $11.95. Uslan, 
Inc. 


For more data circle No. 41 on postcard, p. 107 


Shotgun Shell Design 

New shotgun shells for trap and 
skeet shooting employ a gas-seal- 
ing “H” wad made of polyethylene 







Available 
in both 18” 


and 24” lengths. 


KIMBLE GLASS BARS 


116 


which forms the center of a new 
and efficient wad column. This 
new design provides better pat- 
terns at all yardages, uniformity in 
performance, and reduction of re- 
coil without loss of speed and 
power. Remington Arms Co., Inc. 


For more data circle No. 42 on postcard, p. 107 


Colored Paper Tape 


Line of colored paper tape, called 
Behr-cat No. 151 Colored Flatback 
Paper Tape, is available in 60 yd. 
rolls of red, green, blue and deep 
yellow. For sealing and wrapping 
packages, marking and _ identifica- 
tion in the stockroom, shipping 
room, on counter or shelf. Avail- 
able in 15 standard widths rang- 
ing from 14 to 3 in. on a 3 in. core, 
tape can be used in standard dis- 
pensers. Behr-Manning Corp. 


For more data circle No. 43 on postcard, p. 107 

















AN @ PRODUCT 


Plastic Pipe Adapter 


Metal adapter for plastic pipe 
offers a flat clamping surface as 
well as 4 heavy serrations for max- 
imum protection in connecting plas- 
tic pipe. Fittings are available for 
either male or female pipe connee- 
tions, and come in galvanized stee| 
or brass. Also available is a long 
pattern 6, 8, 10, or 12 in. adapter 
for connecting plastic pipe directly 
to the jet assembly and protecting 
the venturi tube. Sizes % to 2 in. 
Capital Mfg. & Supply Co. 


For more data circle No. 44 on postcard, p. 107 





(Resume reading on page 13) 


ait 


Stock the bar that ~— 
captures more sales 
~..returns more profit 


__KIMBLE GLASS BARS 
with tear-drop fittings 


Here’s THE Bar that’s designed to give the 
maximum of consumer value .. . priced to cap- 
ture more sales and give you a high profit margin. 


Fittings are bright, streamlined, nickel-finished. 
Rod is sparkling-clear glass. It’s a combination that makes 
Kimble Glass Towel Bars a natural, self-service item. 
Don't delay, place your order today with your wholesaler 
or write for one nearest you. Address Kimble Glass Bar 
Division, Owens-Illinois, Toledo 1, Ohio. 


Kimble Glass Bars are manufactured by Kimble Glass Company, subsidiary of Owens-IUinoi 


Owens-ILLINOoISs 


GENERAL OFFICES - TOLEDO 1, OHIO 
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For Trouble: Free Pipe Threading 
. SQL the 65R 





is a long 


n. adapter Be Ready for EXTRA Profits 


pe directly 





arte: with the “Sell-on-Sight” Line of 
% to 2 in, Dor-File Aluminum Space Savers 
0, 

steard, p. 107 Over 5 million homemakers have made their 


work easier, their kitchens tidier with Dor-File’s 
handy space savers. Dealers displaying the eye- 
catching line are experiencing big, on-the-spot 
sales, so be ready with the complete, fast-selling 
line. Housewives love the conveniences of these 
products made of satin finish aluminum, they're 
stain an rust 8 peont, easy to keep clean. 











REVOLVING 
CUP HOLDER 


Holds 8 cups safely. Fas- 
tens to cupboard shelf with 
single screw. 


SPICE RACK 


Holds 8 spice cans, 
small bottles, boxes, 
condiments. Fastens to 
wall or cupboard, 





age 13) 






. . . . . + * . c This 65R 
‘SACK HOLDER Threads 1‘’ to 2" pipe 
Expands to hold dozens of paper with ] set of dies 


sacks, recipes, napkins. An im- 


portant aid to tidiness. eee and it won't jam! 











Your customers won’t find a die stock to equal 





“s CLEANSER RACK this popular 65R—anywhere! It saves time— 
Holds all kitchen cleansing one set of self-contained high-speed dies ad- 
needs on door beneath , ” yu ” 1 ool : 
sink. Has front bar for dish just to1”, 1%”, 1% , or 2” pipe or conduit 
cloths, hand towels. in 10 seconds! Mistake-proof self-centering 

(eae eae ae workholder sets to size instantly! It saves 

; trouble—lead screw won’t jam, it kicks out 

i. LID RACK automatically when standard length thread 

Holds pot lids, pie tins, is cut. Clean perfect threads, fast! Stock the 

. CEE SO, Ge tee RIGAID 65R for fast turnover. Order now 

. kitchen flatware. . ‘ , ' 

for immediate delivery! 
rT hte Eee? Fe THE RIDGE TOOL COMPANY: ELYRIA, OHIO, U.S.A. 





OVEN SHOVEL 


Favorite in the kitchen for 
handling hot oven dishes, 
pies, casseroles, meats. 


ir 






Display board with Dor- 
File assortment...and 

complete dealer 
sales aids. 


ORDER NOW... FROM YOUR 
JOBBER, OR WRITE 


DOR-FILE MFG. CO. | 


—_?. O. BOX 4685 + PORTLAND 2, OREGON | 


OIS 


|, OHIO 
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TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 


(Continued from page 13) 





Metal Treat Concentrate rust re- 
mover and Paint Trap brush 
cleaner. Package also contains 


Salesmaker Display and supply of 
folders featuring ‘‘Money-Saving 
Ideas for the Week-End Decora- 
tor.” Dealer cost is $8.98. Klean 
Strip Co. 


For more data circle No. 45 on postcard, p. 107 


Floor Sander Poster 

Three-color poster advertises 
rental of floor sanders. Printed on 
enamel, poster is 14x18 in. and has 
a 15 in. easel. It is part of free 
kit available with floor sanders for 
rental use. Extra posters, mounted 
on easels are available for 45¢ 
each, or unmounted for 30¢ each. 
Can be used for counter or wall 
display. American Floor Surfac- 
ing Machine Co. 


For more data circle No. 46 on postcard, p. 107 
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Welded Chain Bulletin 
Bulletin B covers all types of 
welded chains and attachments, in- 
cluding both fire welded and elec- 
tric welded chains. Containing 16 
pages, bulletin gives information 
on working load limits, material 
diameter, link sizes, finishes and 
packaging. One section is devoted 
to the various repairing links, grab 
hooks, slip hooks, cold shuts and 
connecting links used to construct 
McKay Co. 


For more data circle No. 47 on postcard, p. 107 


special assemblies. 


Ice Crusher; Can Opener 

Special sale promotion offers cus- 
tomer an ice crusher, can opener 
and knife sharpener for $9.95; 





value is $12.44. 
tion comes in attractive 
box. Offer ends 
Swing-A-Way Mfg. Co. 


For more data circle No. 48 on postcard, p. 107 


Combina- 
Gift Pak 
September 30. 


regular 


Saw Wedge Bulletin 

Four-page bulletin describes 
Magna-Wedge, a lightweight mag- 
nesium wedge for use with chain 
and bow saws. Folder shows com- 
plete line of seven wedges, lists 
weights and sizes, and shows uses 
for chain and bow saw operation. 
Warren Tool Corp. 


For more data circle No. 49 on postcard, p. 107 


Construction Paper Rolls 
Rolls of sheathing, wrapping, in- 
sulation and covering papers, for 
do-it-yourself fans, are merchan- 
dised in durable display stands of 


bleached Kraft lined corrugated 
board, in blue and red. Stand mea- 
sures 15x11%x32 in. Partitions 


keep the Redi-Rolls in place, and 





steps in the partition place rolls at 
three levels. Various uses for 
these construction 
printed on display. 


papers are 
Richkraft Co. 


For more data circle No. 50 on postcard, p. 107 


Paint Brush Kit 


Kit assortment has brushes for 
all kinds of) home painting jobs. 
Included are % in. touch-up, 1 in. 
varnish, 1% in. varnish, 2 in. trim 
sash, and 3% in. wall brushes. 
Also included is a window trim 
paint shield. Four inch wall brushes 
are now being packaged in three- 
color box that completely encloses 
the brush to keep it free from dust. 





Brush handles are finished to har- 
monize with’ green, yellow and 
black colors of package. Handlon 
& Goodman Co. 


For more data circle No. 51 on postcard, p. 107 


Tape Label Designs 

Series of pricing labels includes 
following designs: Special Today, 

s Advertised, Reduced For Quick 
Sales, All Purpose price spot, and 
a general design for weight, count 
and prices. Labels come in roll 
form as paper pressure-sensitive 
tape and will adhere to any solid 
material, including frozen food 


HARDWARE AGE, AUGUST 5, 1954 





packages 
and met 
tape col 
four des! 
roll. Pa 
Co. 


For more di 


Fasten 

Jar 2 
fasteners 
sizes. O 





~ oa 


= 
wood sc 
ment of 
jars cor 
stove bol 


For more d 


Turn-T 
New 
table dis 

clocks. 

oak plyt 
clocks fr 
Westclos 


For more d 





HARDW 


ce rolls at 
uses for 
pers are 
hkraft Co. 


stcard, p. 107 


‘uShes for 
ting jobs. 
1-up, 1 in. 
2 in. trim 
brushes. 
dow trim 
ill brushes 
in three- 
y encloses 
rom dust. 





d to har- 
low and 
Handlon 


teard, p. 107 


includes 
il Today, 
‘or Quick 
spot, and 
ht, count 
» in roll 
-sensitive 
any solid 
en food 


r 5, 1954 








TO HELP YOU SELL 


——— 


@ For more information 
on these products and 
services use free post 
card on page 107. 





packages, fresh produce, plastics 
and metals. Roll of All Purpose 
tape contains 500 labels; other 
four designs contain 250 labels per 
roll. Paramount Paper Products 


Co. 


For more data circle No. 52 on postcard, p. 107 


Fastener Assortments 

Jar assortments of threaded 
fasteners contain a wide variety of 
sizes. One jar contains 98 plated 





wood screws, another an assort- 
ment of sheet metal screws. Two 
jars contain flat and round-head 
stove bolts. American Screw Co. 


For more data circle No. 53 on postcard, p. 107 


Turn-Table Clock Display 

New Westclox clock shop turn- 
table display holds 8 new Westclox 
clocks. Display is made of blond 
oak plywood. Retailer receives 2 
clocks free to cover cost of display. 
Westclox Div., General Time Corp. 


For more data circle No. 54 on postcard, p. 107 





HARDWARE AGE, AUGUST 5, 1954 


Putty Knife Display Box 
Duo-Fast putty knife is now be- 
ing packed in green and white dis- 





play box. Box is 5 in. wide and 
holds 12 knives. Tool also has a new 
plastic handle. Fastener Corp. 


For more data circle No. 55 on postcard, p. 107 


Chuck Key Packaging 

New packages for chuck keys 
feature an inventory control sys- 
tem. On end of package is a series 
of numbers that read from 10-1. 
As keys are removed from box to 





fill orders, a line is marked through 
a number so that the remaining 
quantity of keys is always known. 
Individual keys are packed in at- 
tractive envelopes, 10 to a_ box. 
Supreme Products, Inc. 


For more data circle No. 56 on postcard, p. 107 


Wood Screw Assortment 


This Tri Pak assortment of 16 
sizes of plated wood screws in tri- 
angle shaped acetate tubes can’t 
roll, is designed for the “do-it-your- 
self” market. Tubes list at 10 cents 
each. Two-hundred tube assortment 
comes in metal display unit which 
also serves as self-service dispenser. 
Tri Pak bolt and nut assortment 





Set your sights 
on BIGGER PROFITS! 
Sell 


Victor 


...the only complete line 


of nationally advertised 


Decoys 








Victor Majestic — Life-size, real- 
istically finished Tenite plastic. In- 
ternally weighted forsmooth riding, 
shot holes easily repaired. Adjustable 
all-position head. 6 species. Deluxe 
Oversize model also available. 





Victor Veri-Lite — Light, tough 
molded fiber, painted in true-to-nature 
colors. Self-righting; thoroughly wat- 
erproof. Movable head 
can be permanently fixed 
in any position. 9 species. 





‘ 


} 
Victor Field — NEW three-dimen- 
sional molded fiber shell, authentic 
“feather-finish’’. Adjustable head, 
wire stake. 3 species. (Others avail- 
able on special order.) 





Victor Goose — Full-size molded 
fiber field decoy, convertible to water 
use. Adjustable upright and feeder 
heads. Authentic glass eyes. 3 species. 


Victor Wood — (not illustrated) 
Realistic, ‘‘feather-finish’’ on selected 
wood; oversize. Lifelike glass eyes. 
Now Equipped With Adjustable Tenite 
Plastic Head. 9 species. 


Fast-selling accessories 


you’ll want to stock: 


Victor Duk-Tone and Victor Cro- 
Tone calls—both equipped with lan- 
yard; also anchors, balance weights. 
Order the complete line of Victor 
decoys and accessories from your 
wholesaler— NOW. 


ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. © Pascagoula, Miss. 
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TO HELP YOU SELL 


New Displays and Other 
Dealer Sales Helps 





of 16 sizes is also available. Reed 
& Prince Mfg. Co. 


For more data circle No. 57 on postcard, p. 107 


Paint Roller Covers 


This new multi-colored  dis- 
penser for paint roller covers may 





be placed on a counter or tacked on 
wall or shelf divider. It holds 12 
covers. Thomas Products Co. 


For more data circle No. 58 on postcard, p. 107 


Sports Equipment Catalog 
Containing 16 pages, the 1954 
Fall and Winter catalog features 
complete line of D & M football, 
basketball and boxing equipment, 
and sport sets. Copy available on 
request. Draper-Maynard Co. 


For more data circle No. 59 on postcard, p. 107 


Lock Display 


AlignaLock display is free with 
purchase of the three mounted 
samples. Display can be set on 


120 





counter or hung on wall. Eight 
different models of locks in brass, 
bronze, aluminum and chrome are 
available, plus a handle and a 334 
in. rose collar that fit over regular 
trim. Sargent & Co. 


For more data circle No. 60 on postcard, p. 107 


Cellulose Sponges 

Hand Saver Trio package contains 
three DuPont cellulose sponges 
with red plastic handles that hold 





the sponges. Sponges are 5x314x% 
in. Retails for 98¢. Federal Tool 
Corp. 


For more data circle No. 61 on postcard, p. 107 


Sleeve Box for Fasteners 
New sleeve box for all types and 
sizes of firm’s standard fastenings 





is available in 5 to 10 gross package 
units. Box has been designed to pro- 
vide closer inventory control, easier 
product identification, lower han- 
dling costs and neater stock appear- 
ance. Package is available at no in- 
crease in cost. Continental Screw Co. 


For more data circle No. 62 on postcard, p. 107 


Mop & Broom Display Rack 


Metal display rack holds about 
$100 worth of firm’s broom and 
mop products. Uni-chrome plated, 





rack has three parts which can be 
assembled in five minutes. Modglin 
Co. 


For more data circle No. 63 on postcard, p. 107 


Stove Mat Package 
Redesigned package for stove 

and utility mats is colorfully de- 

signed and illustrates five specific 





uses for product. New package was 
specifically developed to insure that 
homeowners use mats for the pul- 
pose they were designed. Aristo- 
Mat Co. 

For more data circle No. 64 on postcard, p. 107 


(Resume reading on page 11) 
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” DISPENSER PACKAGE 


ms for the Do-t-yourselt”” 
home painter! 









-georct 
Masking Tape 


wome PAIATING fasiee An 























lt U meen 


Moke Peoris 
trom Masking Tape 


Order an assortment 
from your wholesaler 


built-in cutting edge speeds application! 
Tape unrolls easily — from the package / 


Now famous “SCOTCH” Brand Masking Tape—long used 
by home painters for protective masking, color separation and 
striping—will be an even better turnover item for you. The new, 
exclusive “SCOTCH” Dispenser Package has a built-in metal 
cutting edge... just a flick of the wrist and tape is cut off 
cleanly. Fast, easy, convenient to carry around the house for 
many other home uses, too... a sure seller to your customers 
who want to get more professional results and reduce paint 
clean-up work! 


THREE DISPLAYS OF %4” TAPE 
12 ROLLS TO A DISPLAY CARTON 












LENGTH RETAIL PRICE 
25 FT eereeeve @eeeevoevoeoeveoev ee eevee ee ee $ 35 I 
FO FT. ccccccoccccvvcescccccces -98 





DONT FORGET THE POPULAR WIDE ROLL 
(1%4“‘x 300’) This fast-moving unit packed 12 
rolls per display, each roll in protective sleeve. 
Retail price...... 69¢ (not in cutter-edge box). 





The term “Scotch” and the plaid design are registered trademarks of Minnesota Mining and Manufacturing Company, 
St. Paul 6, Minn. General Export: 122 E. 42nd St., New York 17, N. Y. In Canada: London, Ontario, Canada. 
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Janney, Semple, Hill Assigns New Posts 
To Gackle, Opperman; Cosgrave Resigns 


Appointment of George H. 
Gackle as general sales man- 
ager, and Lewis J. Onperman 
as dealer service manager, 


has been announced by Ben- 
president 


ton J. Case, of 





GEORGE H. GACKLE 


Janney, Semple, Hill & Co., 
Minneapolis wholesalers. 

Mr. Case also announced 
the resignation of Paul L. 
Cosgrave as director of sales 
and as a member of the 
firm’s board of directors. 

It was pointed out by Mr. 
Case that the position held 
ty Mr. Cosgrave of director 
of sales will no longer exist 
as such. In its place, the firm 
has established the two new 
positions of general sales 





LOUIS J. OPPERMAN 


manager and dealer service 
manager. 
Mr. Gackle, 


as general 


122 


sales manager, will be in 
charge of divisional sales 
managers and will direct the 
activities of Janney’s sales 
force. Mr. Gackle is a grad- 
uate of Carleton College and 
jvined Janney in 1935 

Following 
training in the 
offices, he was assigned a 
sales territory at Fargo, 
N. D. He represented Janney 
in that area until 1947, when 
he was appointed a (livisional 
sales manager at the home 
office. In this capacity he has 
directed sales in Idaho, Mon- 
tana, North Dakota, South 
Dakota, Utah, Wyoming. 
Canada and Alaska. 

Mr. Opperman will direct 
the work of Janney’s dealer 
service representatives and 
store merchandisers and will 
have the responsibility of in- 


four years of 


company’s 


stalling the Janney Dealer 
Service Program in_ retail 
stores. 


Mr. Opperman attended the 
University of Iowa. He was 
associated with J. C. Penney 
Co. for two years and with 
Gamble-Skogmo for 17 years. 

His last assignment with 
this latter firm was regional 
sales manager. He _ joined 
Jannev, Semple, Hill & Co. 
in 1952 and has been in the 
company’s dealer service de- 
partment since that date. 

In announcing the person- 
nel changes, Mr. Case said 
that during the four years 
Mr. Cosgrave was associated 
with Janney, his activities 
in developing the company’s 
Dealer Service Program and 
iis various merchandising 
tools has been outstanding. 
As evidence of this, Mr. Case 
said, the company now has 
well over 300 accounts in 20 


states operating under the 
Janney Dealers Service Pro- 
gram. 


Mr. Case stressed it is the 
company’s plan to continue 
to develop and expand the 
Dealer Service Program. 


A. C. Rankin Celebrates 
50th Year With Teague 


Allen C. Rankin, general 
manager of Teague Hard- 
ware Co., wholesalers of 


Montgomery, Ala., ceicbrated 
his 50th anniversary with the 
firm on July 24. 

Mr. Rankin is a past presi- 
dent of the Southern Hard- 
ware Jobbers Association. 


G. M. Yates Retires 
As Peeler Vice President 

G. Morgan Yates, vice 
president of Peeler Hardware 
Co., wholesaler of Macon, 
Ga., has retired after 56 
years in the hardware field. 

Mr. Yates began his career 
with Dunlap Hardware Co., 
Macon, in 1898. He went on 
the road as a wholesale sales- 
man in 1902. He _ joined 
Peeler Hardware in 1930 
when it acquired the Dunlap 
firm. 

Mr. Yates was appointed 
sales manager in 1943, and 





Left is S. T. Bigham, Pontotoc, Miss., new president of 
the Mississippi Retail Hardware Assn., with Max T. Ward, 
Alexandria, La., new president of the Louisiana Retail 
Hardware Assn., following their election to office at the 
recent joint annual convention of both groups. Other 


officers elected by the Mississippi Assn. are: R. 
Dougill, Magnolia, vice-president, and W. E. Howard, 
Laurel, and W. H. Fincher, Jr., Lexington, advisers. Roy 
G. Gardiner, Crowley, was elected vice-president of the 
Louisiana Assn., and advisers elected include Walter D. 
Judline, Jr., New Orleans, and C. H. Hatfield, Winnsboro. 
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Southern Associations Elect Presidents 


in 1950 was elected vice pres- 
ijent. His duties have bee, 
assumed by Frank B. Mc. 
Lain, sales manager. 


Wholesalers Form 
Sporting Goods Assn. 

Albert A. Carretta, of the 
Vederal Trade Comnirnission, 
and an authority on trade 
associations, will be the fea- 
tured speaker at the first for- 
mal meeting of the newly or- 
ganized Sporting Goods Job- 
bers Association scheduled 
August 11, at the Conrad 
Hilton Hotel, Chicago. 

W. D. Robinson, J. S. John- 
son Co., Baltimore, Md., is 
president-elect of the Associ- 
ation. 

Applications 
membership are 
cepted until the 
meeting. 

The initiation fee is $50, 
and $50 for annual dues. 

Checks should be mailed to 


P. O. Box 153, St. Louis 3, 
Mo. 





for charter 
being ac- 
August 11 
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Edmund Orgill Gets ‘ 
Honorary Degree 

A hardware distributor has 
been awarded an _ honorary 
Doctor of Comparative Law 
degree by the University of 
the South. 

Edmund Orgill, president 
of Orgill Brothers Co., Mem- 





EDMUND ORGILL 


phis hardware wholesalers, 
was presented with an honor- 


HARDWARE BRIEFS: 





ary Doctor of Comparative 
Law degree at commence- 
ment exercises of the Univer- 
sity of the South in Sewanee, 
Tenn. 

He was also cited for his 
help in “creating and endow- 
ing the William L. Clayton 
Center for International Eco- 
nomic Affairs recently estab- 
lished at the Fletcher School 
of Law and Diplomacy at 
Medford, Mass,” and _ for 
providing an “outstanding 
example of the contribution 
which may be made to Amer- 
ican Political life by the pub- 
lic-spirited citizen.” 


F. L. Rowe New President 
Of American Chain Div. 


American Chain Div., Am- 
crican Chain & Cable Co., 
Kridgeport, Conn., has an- 


nounced the appointment of 


New Gallant Carroll Store To Feature 
Gourmet Shop; Emmert Hardware Closing 


Tucson, Ariz.— Gallant 
Carroll Hardware and Sup- 
ply Co. has opened a new 
and larger store at 2525 East 
Sixth St. A feature of the 
store is the “gourmet shop,” 
Where various kitchen items 
used in cooking and prepar- 
ing fancy dishes are dis- 
played. 


Hagerstown, Md.—Emmert 
Hardware Co., founded in 
1386, will be closed out in 


about a year, Robert E. 
Powles, president, has an- 
nounced. Emmert was en- 
gaged in wholesale as well 


as retail business. 


Kenosha, Wis. —F rank 
Jornt and his brother Wil- 
liam, have turned over their 
store to Frank’s sons, Ray- 
mond and Frank, Jr. The 
store will retain its name of 
Jornt Brothers Hardware 
Store. The new owners will 
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do some remodeling, but plan 
no major changes. 


LeRoy, Ill.—Bishops Hatch- 
ery & Hardware is enlarg- 
ing its showroom to tuke care 
of an expanded hardware 
line. When the work is com- 
pleted the firm will have more 
than twice the display space 
it had formerly. 


Grantsville, W. Va.—Dale 
W. Riddel and Lloyd Vaughn 
and Dexter Ball have formed 
Grantsville Hardware, Inc. 
Dexter Ball is manager. The 
new owners bought out the 
G. A. Richards hardware 
store and expect to have a 
complete new line of hard- 
ware and building supplies 
for the home. 

Somerset, Pa. — Gilmour 
Super Service Hardware 
Store recently held a grand 
opening under its new owner 


(Continued on page 133) 
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Snell Mfg. Co. Closes Books 
After 164 Years In Business 


Frederic L. Rowe as district 

sales manager of the Chicago 

territory. He succeeds E. J. 
e 





FREDERIC L. ROWE 


a 
i 


Flood, who is on a leave of 
absence. 

Mr. Rowe, with the Com- 
pany since 1927, was for- 
mcrly a_ representative in 
Chicago and has been district 
manager of the American 
Chain Div. territory in San 
Francisco since 1951. 


J. P. Wise Is Elected 
S. & T. Treasurer 

J. Pryor Wise was elected 
treasurer of Stratton & Ter- 
stegge Co., Louisville, Ky., 
wholesaler, on July 1, suc- 
ceeding the late F. J. Thoben, 
who died on June 24. 

Mr. Wise has been with 
Stratton & Terstegge for 20 
years, and has been assistant 
treasurer for 14 years. 


C. H. O'Connor Named 
Wolco Sales Manager 


Caleb H. O’Connor has 
been appointed sales man- 
ager of Wolco Products, Inc., 
Hartford, Conn. 

Mr. O’Connor has_ been 
with Wolco for the past two 
years as assistant sales man- 
ager. 


The Snell Manufacturing 
Co. came to a formal end 
several weeks ago when the 
books were closed of this 
164-year old hardware man- 
ufacturer formerly of Fisk- 
dale, Mass., and state officials 
were notified that the com- 
pany no longer exists. 

The company had been pur- 
chased by Parker Manufac- 
turing Co., Worcester, Mass., 
in 1952, and the plant sold, 
and manufacture of solid cen- 
ter auger bits discontinued. 

Parker will continue to 
manufacture power wood bor- 
ing and expansion bits 
through its Snell Division. 

The history of the Snell 
company paralleled the in- 
dustrial development of the 
United States. 

The company began in 
1790, two years after George 
Washington became Presi- 
dent, when John Snell made 
augers and bits in his black- 
smith shop in Ware, Mass. 
His company was a pioneer 
in the manufacture of spiral 
augers and the’ improved 
bight augers. During the 
years it obtained 191 patents 
on auger bits, expansion bits, 
and on methods of manufac- 
ture. 

The company 
wood boring. tools, 
mainly in the building of 
ships, bridges, railroad cars 
and factories. Snell augers 
were used in building the 
U. S. S. Constitution 

The company’s products 
won nine exposition awards 
in this country and abroad 
from 1841 through 1895. 

Brand Names Foundation 
in 1947 presented the com- 
pany with an award for a 
product, tested by the judge- 
ment of the American public 
for more than 50 years, “hav- 
ing held public confidence 
through unfailing integrity, 


only 
used 


made 


(Continued on page 132) 
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Brown-Camp Hardware Opens Warehouse; 
J. Harold Prather in Charge of Operations 


Brown - Camp Hardware 
Co., Des Moines, Iowa, whole- 
saler, held a two-day grand 


opening last month for its 
new sales office and ware 


house in Davenport, Iowa. 
J. Harold Prather is_ in 


charge of the Davenport op- 
joined 


eration. He Brown- 





J. HAROLD PRATHER 


Camp in 1944 and traveled 
a territory until 1951 when 
he was brought into the of- 
fice as acting merchandise 
controller. 

The Davenport sales office 
and warehouse was opened 
for better service to dealers 
in the Quad-City area, and 
in eastern Iowa and western 
Illinois than was_ possible 
from the Des Moines ware- 
house. The Davenport ware- 
house is at 430 Scott St. 





Houston Gift Show 
Scheduled Aug. 15-17 


More than 150 exhibits will 
display the new fall lines at 
the 1954 Houston, Tex., Gift 
and Housewares Show in the 
Ben Milam Hotel, Aug. 15-17. 

Many of the exhibits will 
be brought to Houston from 
the Atlantic City, N. J., Na- 
tional Housewares Show, and 
more than 500 lines of gifts, 
toys, housewares and electri- 
cal appliances will be shown. 

The exhibit will occupy 6 
floors of the Ben Milam 
Hotel, and admission to deal- 
ers and buyers will be free. 


Houston distributors have 
planned entertainment and 
prizes as added attractions 


for dealers of the Gulf Coast 
and Southwestern areas. 


This second annual show 
is sponsored by the major 
Houston distributors in co- 


operation with the Houston 
Chamber of Commerce and 
national manufacturers. It 
has been planned to serve 
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those buyers who could not 
attend the Atlantic City 
show. 


New England Assn. 
Elects Officers 


At the Annual Meeting of 
the New England Iron & 
Hardware Association held 
on June 16th, the following 
officers and directors were 
elected for the ensuing year: 

President, Stuart A. Rus- 
sell, J. Russell & Co., Ince.; 
vice-president, Charles F. 
Bragg, 2nd, N. H. Bragg & 
Sons; and_ secretary -trea- 
surer Henry J. Lamb. 

Directors are: William H. 
3owe, Jr., Herrick Co.; 
Charles F. Bragg, 2nd, N. H. 
Bragg & Sons; J. Vincent 
Burns, Waite Hardware Co.; 
F. Marsena Butts, Butts & 
Ordway Co.; Francis F. 
Chase, Chase, Parker & Co.; 
Howard E. Clark, Bigelow & 
Dowse Co.; William T. Cleve- 
land, The Emery-Waterhouse 
Co.; Johns H. Congdon, 2nd, 
The Congdon & Carpenter 
Co. 

Also John W. Eugiey, Hall 





Barber & Ross Co. Ho 


& Knight Hardware Co.; 
Cordon W. Farr, Decatur & 
Hopkins Co.; J. Walter Mc- 


Lean, Edwards & Walker 
Co.; Stuart A. Russell, J. 
Russell & Co.; William T. 


Ryan, Sr., Cutter, Weod & 


Sanderson Co.; William T. 
Ryan, Jr., Cutter, Wood & 
Sanderson Co..; Sidney J. 


Simons, S. Simons Hardware 


Co. 





Black & Decker Elects 
Two Vice-Presidents 

The Black & Decker Mfg. 
Co., Towson, Md., has elected 
R. G. Horner vice-piesident 
of sales planning, and J. F. 
Spaulding, vice-president and 
general sales manager. 

Mr. Horner joined the com- 





J. F. SPAULDING 


2 a Ltt 





a. fe 
i 





R. G. HORNER 


pany in 1917 and has prog- 
ressed through the positions 
of repairman, salesman, Chi- 


cago branch manager, and 
central district sales man- 
ager to his new _ position. 


Mr. Spaulding joined the 
company in 1926 as a sales- 
man and has advanced 
through the positions of Buf- 
falo branch manager and 
general sales manager to his 
new position. 





Wiant & Barr Move 


Wiant & Barr Hardware 
Co., Parkersburg, W. Va., has 
moved to new quarters in the 
city. The new address is 401 
Ann St., P.O. Box 859. The 
kuilding has 45,000 sq ft. 


nors Employees 


ih 


Barber & Ross Co., Washington, D. C., recently honored the 24 employees who have 
been with the firm for 25 years or more. S. Ross Lipscomb, President, is shown award- 
ing a diamond studded service pin to Harry Light, a member of the Barber and Ross 
staff for 55 years. Others receiving the awards are, kneeling: left to right: Albert 
Jacobs, Louis Corrado, Charlie Mills and Benjamin Jefferson; seated: Nellie Johnson, 
Walter Johnson, Benjamin Freund, Milton Wilson, Sydney Bowman, Edward Burcombe; 


standing: Howard Payne, Marshall Johnson, 
comb, Mr. Light, Frances Snyder, William Ball, 


Recipients of the pins not 


shown in the photograph: 


Alpha Marshall, Jimmy Hamilton and William Wagner. 


F. J. Fitzgerald, Tarlton Bean, Mr. Lips- 
Marion Ball 
Victor Hook, Connie Holland, 


and William Blair 
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SWING-A-WAY Portable Can Opener 


Here’s a can opener you can use anywhere .. . kitchen, picnics, trips, barbecues. 


And it operates as smoothly as our finest wall-type models. It’s double-geared 
to give you easy, effortless cutting, and a safe, smooth edge. Has a handy 
bottle opener too! Best of all, it opens a big, profitable mew market for you. 


Ask your jobber for complete information. Call him today! ONLY *1.98 


first in quality and value, yet prices are lower 


SWING-A-WAY MANUFACTURING CO. - 4100 BECK AVE. + ST. LOUIS 16, MO. 
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HARVEY D. RUSH & SONS WALTER S. JOHNSON & SONS 
4638 Nichols Parkway 
Kansas City, Missouri 

WILBUR H. DAVIS 
1639 W. Fargo Avenue 
Chicago 26, Illinois 
GEORGE A. GPS*r 

17134-6 Wyoming Avenue 

Detroit 21, Michigan 

AUSTIN & EDDY INC. 
115 Broad Street 

Boston, Massachusetts 













6y GRIFFIN 





For more than 50 years Griffin 

hinges have been known for their 

fine materials and workman- 

ship. Griffin hinges are 

part of a wide variety of light 
builder's hardware . 

quality produced by 

4 Griffin. 





fi 
Bi Svery DOOR NEEDS THREE! 


RIFFIN- 


anufacturing Company 
ERIE » PENNSYLVANIA 


THE B. S. ALDER COMPANY E. H. FARRAR 

45 Warren Street Room 22 

New York 7, N. Y. 2nd Unit, Santa Fe Bidg. 
Dallas 2, Texas 





917 St. Charles Avenue 


Atlanta, Georgia Cc. L. LEWIS 

H. C. GLOVER 2450 17th St. 
2611 Garrison Bivd. San Francisco 10, Calif. | 
Baltimore 16, Maryland R. F. BEVERS 


ROY L. ROGERS 
1620 Garfield Street 
Denver 6, Colorado 

W. C. MEIBAUM & CO. 
6954 Oleatha Avenue 
St. Louis 9, Missouri 


4524 East 60th Street 
Seattle, Washington 
L. G. FULLER 

P. 0. Box 2113 
Jackson 5, Miss. 


—__—____—News of the Trade — a 


Belknap Hardware 


| Makes Personnel Changes 


A number of personnel 
changes have been announced 
by Belknap Hardware & Mfg. 
Co., wholesaler hardware firm 
of Louisville, Ky. 

Charles Allen, Jr., person- 
nel director, has been elected 


| assistant treasurer. 


Berl Boyd, who was assis- 
tant treasurer, has_ been 
elected vice president. 

Charles Price, Jr., buyer 





CHARLES ALLEN, JR. 





CHARLES PRICE, JR. 





DANA CROSS, JR. 


Kentile Sales Manager 


A. A. Taranto has been 
appointed divisional sales 
manager of all Southeastern 
states for Kentile, Inc., New 
York. 
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of sporting goods, has been 
named a director. 

Lee Dentinger, auditor, 
was elected assistant secre. 
tary. 

Dana Cross, Jr., 
wares buyer was 
vice president. 

V. A. Snow, Jr., who had 
been serving as a sales man- 
ager was appointed director 
of sales promotion. 

The average tenure of ser- 
vice for these Belknap men 
is 19 years. 


house. 
elected a 





BERL BOYD 





LEE DENTINGER 





Vv. A. SNOW, JR. 


Mr. Taranto, who will 
make his headquarters im 
Atlanta, Ga., was Kentile 


sales representative in up- 
state New York prior to his 
promotion. 


1954 
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SCREEN YOUR BE 


ST CUSTOMERS 


..» WITH ALUMINUM! 


A.uminum SCREENING brings you your best cus- 
tomers because they are ready to pay more... 
giving you a higher markup— more profits! 

Aluminum screening sells easier because it offers 
your customers benefits no other material can 
match. It keeps its handsome appearance indefi- 
nitely. It can never cause ugly red rust stains on 
window sills or siding. It needs no paint or mainte- 
nance. It can’t burn. 

While we do not make finished screening, we do 
supply the leading screen manufacturers listed be- 
low with Kaiser Aluminum Wire . . . wire that is 


nationally recognized for outstanding quality. Made 
of strong, durable, clad aluminum, Kaiser Alumi- 
num Wire meets or exceeds commercial standards 
and federal specifications. 

Kaiser Aluminum & Chemical Sales, Inc. General 
Sales Office, Palmolive Bldg., Chicago 11, IIl.; Ex- 
ecutive Office, Kaiser Bldg., Oakland 12, California. 


Kaiser Aluminum 


setting the pace—through growth, quality and service 














To screen your more Alabama Wire Co., Inc. 
rofitable customers American Wire Fabrics Corp 
ann the aluminum Clark Wire & Supply Corp. 
creening of thes? Donald Ropes & Wire Cloth, 
\ea 























Hanover Wire Cloth Division 
Continental Copper & 
Steel Industries, Inc. 


Keystone Wire Cloth Co. 
New York Wire Cloth Co. 
Pennwoven, Inc. 


Phifer Aluminum Screen Co. 
Seneca Wire & Mfg. Co. 
Spargo Wire Co. 


Standard Wire Cloth & 
Screen Co. 


Wire Products, Inc. 
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News of the Trade 


Credit and Quick-Service Discussed At 
Ohio Hardware Assn. Management School 


Credit management, and 
quick-service were among 
the courses given at the 
Fifth Annual Hardware 
Management School con- 
ducted by the Ohio Hard- 
ware Association in con- 
junction with the Ohio Edu- 
cational Service and Ohio 
State University. 

Twenty-five owners and 
managers from all parts of 


Ohio attended the school, 
held June 13-18. Classes 
were conducted in the Stu- 
dent’s Union, Ohio State 


Campus, Columbus, Ohio. 


Lecturers from the Uni- 
versity and personnel from 
the wholesale and retail 


level of the hardware indus- 
try covered such topics as 
pricing, credit management, 
employee supervision, adver- 
tising, quick-service, interior 
display and accounting. 

Other activities included 
visits to newly remodeled 
hardware stores, evening 
discussions and several 
cial functions, notably 
nics and buffet dinners. 

In addition to the manage- 
ment school, the OHA will 
present to its members other 
activities, among them Sales 
Training Clinics and Sales 
Training Bulletins. The bul- 
letins will be published twice 
a month and member stores 
of the association will re- 
ceive as many copies as they 
need in training sales 
sonnel. 


so- 


pic- 


per- 


Joseph 


Personnel who attended 
the school are shown in the 
accompanying photograph. 
They are: back row, stand- 
ing, left to right: Prof. 
W. B. Logan, Director of the 
School, Ohio State Univer- 
sity; Irving P. Olmsted, Jr., 
ORA; Paul C. Jones, Marvin 
Roepke, Thomas Shelton, 
Rogers, Kenneth 
Woodard, Alden Lash, Paul 





M. Fleeger, Jess Heath, John 
M. Roush and Richard Har- 
rington. 

Second row, left to right: 
Edward Saferin, Joseph C. 
Logar, Mrs. M. C. Dickerson, 
Victor Cornett, Richard D. 
Ismeurt, Edward Nall, Mrs. 
Cleo Shawver, Richard 
Gibbs, W. A. Smith, David 
Gillespie and Dr. E. C. 
Kandel. 

Front row, left to right: 
Carl Shannon, Jr., James 
Toth, Carl Schultz and Clif- 
ford Peeples. 


C. R. Voracek Named 
Speco, Inc., Sales Mgr, 


Charles R. Voracek has 
been named sales manager, 
Industrial Div., Speco, Ine, 
Cleveland. 

Mr. Voracek has been af. 
filiated with Speco for 4 
years as director of sales 
promotion. Previously, he 
was associated with Patter. 
son-Sargent Co., Cleveland, 
and B. F. Goodrich Co., Ak- 
ron, O. 





San Francisco Po 





t & Kettle Club Elects Officers 


The San Francisco Pot & Kettle Club elected new officers for 1954-55 at their last 
luncheon meeting. Front row seated are: (left to right) James C. Anderson, The 
Vinton Co., retiring president; Armand Schwartz, Seller Brothers and Co., newly 


elected president; 


Max Fisher, H. M. Johnston Co., 


Ist vice president; and Wil 


Cochrane, Jr., Cochrane Brothers, 2nd vice president. Standing are: (left to right) 


William T. Brantman, Allied Western Distributors, treasurer; Merle 


Smith, manu- 


facturers’ representative, corresponding secretary, and Calvin R. Lewis, Charles G. 


Putnam Co., director. 


Paul Zimmerman, Libby Glass, director, 


and Art Nusbaum, 


Nusbaum Wholesale Hardware Co., secretary, were not present for the picture. 








Attendants of the Ohio 
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Hardware Association's Fifth Annual Hardware Management School. 
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—— News of the Trade 





New appointments, new territories, etc. 


MANUFACTURERS’ SALESMEN 





Sorenson Joins Washburn 


Frank S. Sorenson has 
joined the sales force of The 
Washburn Co., Worcester, 
Mass. He will make his 





FRANK 8S. SORENSON 


headquarters at the New 
York Office, 105 Duane St. 
Mr. Sorenson was _ pre- 
viously connected with the 
Androck sales department, in 
Worcester. 


Oldham Joins Lufkin 


Earl A. Oldham will rep- 
resent the Lufkin Rule Co., 
Saginaw, Mich., in San Fran- 
cisco, Northern ~ California 
and Nevada. 

Prior to joining Lufkin, he 
Was connected with hardware 
firms in San Francisco and 
San Jose. 


R. J. Gray Appointed 


Sterling Hardware Mfg. 
Co., makers of sliding door 
hardware, has appointed 


Richard J. Gray as its New 
England sales representative. 
For several years Mr. Gray 
was sales representative for 
Yale & Towne Mfg. Co. in 
most of New England. More 
recently he has been a man- 
ufacturer’s agent. 


Five New Myers Salesmen 


The F. E. Myers & Bro. 
Co., Ashland, O., manufac- 
turers of water systems, 
Pumps, hand and power 
sprayers and water condition- 
ing equipment, have assigned 
five new dealer salesmen. 

Four of the new salesmen 
will handle the complete line 
of Myers products. They are: 
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Robert R. Garn, who 
travel in Southern Michigan 
and Northern Indiana; Den- 
nis N. Morr, 
Northern Peninsula of Mich- 
igan; Thomas E. Bloom, 
Eastern New York; and Paul 
E. Fackler, Kentucky, Ten- 
nessee and Southern Indiana. 

The fifth, William G. 
Browne, will travel as a 
water conditioning specialist. 


Laing Joins RPM Mfg. 


Norbert A. Laing, former- 
ly with Janney, Semple Hill 
& Co., Minneapolis, has been 
employed by RPM Mfg. Co., 
Lamar, Mo., manufacturer of 





NORBERT A. LAING 
rotary power mowers, to 
cover Minnesota, Wisconsin 


and Northern Illinois. 

Mr. Laing traveled South- 
ern Minnesota and Iowa for 
Janney, Semple Hill. 


National Die Salesmen 


National Die Casting Co., 
Chicago, has appointed Fran- 
cis Hudak and Harry Schill- 
ing salesmen. 

Mr. Hudak 
Michigan, Ohio, Western 
Pennsylvania, and Western 
New York. Mr. Schilling will 
cover New England, New 
York, Eastern Pennsylvania, 
Maryland and Washington, 
dD, C. 


will cover 


Joins Insurance Co. 


Lester E. Edwards has 
been appointed general man- 
ager of Texas Hardware Mu- 
tual Fire Insurance Co., Dal- 
las. He succeeds John W. 
Tabor, who retired. 
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will | 


| 


Wisconsin, 


Hey —pick up extra 
profits without 
extra sales effort! 


-stock 


DICKS-PONTIUS 
WHITE WONDER 


Sealing Compound 





This gleaming white, high quality seal- 
ing compound is so easy to handle and 
has so many home:uses that it's a perfect 
and profitable ‘‘do-it-yourself'’ product! 
You don't have to push White Wonder 
—just put the flashy, space-saving dis- 
play box on your counter and White 
Wonder will sell itself! 


COUNTLESS USES! Replacing lodse or broken 
tiles, filling cracks in woodwork and 
around sinks, basins and tubs—patching 
plastic, ceramics, furniture, picture 
frames, etc. Moisture-proof, heat resist- 
ant! Tube has built-in applicator tip. 12 
tubes to each eye-catching display box. 





Nene - POT 


NATIONALLY ADVERTISED! 


Popular Mechanics 


aff 


Popular Science 


bn nan =o 


Family Handyman 





Order D-P White Wonder from your jobber now! 
The Dicks-Pontius Company « Dayton 2, Ohio 


Alexandria, Virginia « Decatur, Georgia * Dallas, Texas 
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This is a 
BIG MONEY MAKER 


for you 


Amazing increases in sales (even in a buyers 
market) occurs when merchandise is dis- 
played on Heller fixtures and tables. Enjoy 
better business now. People will buy more 
when goods are better displayed. Write for 
catalog No. AUH. Free store fixture floor 
plans are yours for the asking. Write, wire, 
or call 


W.C. HELLER & CO. 


MONTPELIER, OHIO. 
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News of the Trade —_— 


ee, 





| NEWS OF 


MANUFACTURERS AGENTS 





Gasstrom - White Named 
Agent For Holland Mfg. 


Gasstrom-W hite & Co., 
New York, has been ap- 
pointed sales representative 
for The Holland Mfg. Co., 
Baltimore, Md., manufactur- 
ers of tacks, nails and brads. 

Gasstrom-White will cover 
New York State, Northern 
New Jersey and Fairfield 
County, Conn. 





Edward H. Weiss 
Establishes Agency 


Edward H. Weiss has es- 
tablished himself as a manu- 
facturers’ representative 
covering the Delaware Val- 
ley Area with offices in the 
Northwestern National Bank 
Building, Glenside, Penna. 

Mr. Weiss in his new. oper- 
ation will continue to contact 
distributors and dealers in 
the Housewares and Hard- 
ware field. 

He was formerly a rep- 
resentative for John Oster 
Mfg. Co., and most recently 
district manager for General 
Mills, Inc. 


Garden Tool Appoints 
John T. Everett & Co. 


John T. Everett & Co., 
Memphis, Tenn., has _ been 
appointed representative for 
the Garden Tool Div. of Vil- 
lage Blacksmith Co., Water- 
town, Wis., in Kentucky, 
Tennessee, Texas, Oklahoma, 
Arkansas, Louisiana and Mis- 
sissippi. 


Four Agents Appointed 
By Baltimore Brushes 


Baltimore Brushes, Inc., 
Boston, has appointed the 
following new sales repre- 
sentatives: 

Milton Hessel, St. Louis, 
will represent the company 
in Missouri and Kansas; Carl 
N. Hunt, New Orleans, will 
have the sales responsibility 
for Mississippi, Louisiana 
and Arkansas; and Charles 
P. Jarrett, Dallas, Tex., will 
cover Texas and Oklahoma. 

Milt W. Unger of Glendale, 


Calif., will represent Balti. 
more Brushes exclusively, 
He will cover Arizona, Calif. 
ornia, Colorado, New Mexico, 
Oregon, Utah and Washing. 
ton. 





Verl Giesler & Co. 
New National Can Agent 


Verl Giesler & Co., At. 
lanta, Ga., has been appoint- 
ed to represent National Can 
Corp.’s Colorware meta] 
housewares in North Caro- 
lina, Georgia and Florida, 
Verl Giesler & Co. is suc. 
cessor to Elliot & Gliesler 
Co., who had been in business 
for more than 30 years. 





Bostwick Laboratories 
Names Einsiedel Agent 

Karl F. Einsiedel, 2256 
Farragut Ave., Chicago, III, 
has been appointed to repre- 
sent Bostwick Laboratories, 
Bridgeport, Conn., and U. §. 
Packaging Div. in the sales 
of aerosols in the _house- 
wares, general merchandise 
paint and hardware fields. 
He will cover North Dakota 
South Dakota, Minnesota, 
Wisconsin and Illinois. 

Mr. Ejinsiedel, who recent- 
ly established his own man- 
ufacturer’s representative 
agency, was formerly ass0- 
ciated with Richard H. Ruhl- 
ing Associates. 





Baden Steelbar Co. 
Appoints Two Agents 
W. H. Paradise & Asso- 
ciates, Chicago, has been ap- 
pointed exclusive agent in 
Indiana, Illinois, Kentucky, 
Wisconsin and Minnesota by 


Baden Steelbar Co., Baden, 
Pa. 
Hubert Holst has _ been 


named to represent Baden in 
Florida. 





Skuttle Mfg. Appoints 
Two Representatives 


William Davis, Rochester, 
N. Y., has been appointed 
factory representative it 
northern New York State for 
Skuttle Manufacturing ©. 
Milford, Mich. He has served 
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NEWS OF 


many years as a manufac- 
turers’ representative. 

H. L. McNally, Des Moines, 
Iowa, has been named Skuttle 
representative in Iowa. He 
was formerly vice-president 
of Delavan Mfg. Co., Des 
Moines. 

Both men will handle the 
firm’s line of automatic hu- 
midifiers for warm air heat- 
ers. 


Wolco Appoints 
Housewares Agency 


Liam Sullivan Co., 2102 
Jackson Street, Dallas 9, 
Tex., a newly formed organ- 
ization to represent manufac- 
turers in the housewares 
field, has been appointed by 
Wolco Products, Inc. to han- 
dle its full line of products. 


Diamond Calk Names 
E. G. Wilson Sales Agent 


Diamond Calk Horseshoe 
Co., Duluth, Minn., has ap- 
pointed Edward G. Wilson 
as a sales representative in 
New England, New York, 
Pennsylvania and New Jer- 
sey. 


MANUFACTURERS’ AGENTS 


Campbell to Handle 
Toolmaster Expansion 


D. S. Campbell, president | 


of Toastmaster Products Div., 
McGraw Electric Co., Chi- 
cago, and vice-president of the 
company, will in the future 


devote his time to the firm’s | 


expansion plans. 

Murray Ireland, in charge 
of Toastmaster development 
and production, will succeed 
Mr. Campbell as president of 
the division, and will also be 
responsible for quality con- 
trol in all of the company’s 
appliance manufacturing 
plants. 





Wooster Brush Acquires 
Paint Roller Line 


Wooster Brush Co., Woos- 
ter, O., has acquired the man- 
ufacturing and sales distribu- 
tion of MagiKoter fill-type 
paint rollers from Kenwill 
Corp., Painesville, O. 

Miss Linda Proctor, for- 
merly with the Kenwill Corp., 
will be in charge of sales 
promotion of MagiKoter 
rroducts for Wooster. 


Wagner Co. Inaugurates Service Awards 





E. R. Wagner Mfg. Co., Milwaukee, Wis., makers of 
carpet sweepers, has inaugurated a program of awarding 
service pins for every fifth year of employment. Otto 
Laabs, right, retiring from the firm after more than 50 
years of service, receives the company's first pin from 


agner, left, 


chairman of 


the board. Alfred 


Wagner (no relation), who has also been with the firm 
for more than 50 years, looks on. 


HARDWARE AGE, AUGUST 5, 1954 














SIMPLIFY 
ORDERING, STOCKING 
AND HANDLING ! 













INCREASE 







YOUR PROFITS ! 








REDUCE 
INVENTORY ! 














Build New Sales — 
New Profits —With GENERAL MOTORS 


DELCO WATER SYSTEMS 


With Delco Electric Water Systems you will have 
one complete, yet compact, line that can answer 







































every call you'll get for a water system. A perfect 
example of the simplicity and flexibility of the line 
is the Delco Convertible Jet Pump which can be in- 
stalled on either shallow or deep wells. This flexi- 
bility adds a strong sales feature to offer your cus- 
tomer because even after installation the pump can 
be converted should the water level change. These 
and many other features insure lasting satisfaction 
from every Delco Water System you install. Most 
important to you, dealing with Delco will put a com- 
petitively priced line, built by General Motors, in 
your store —and put extra dollars in your pocket. 


Delco Tank Mounted 
Convertible Jet 





Available with 44 or hp 
Delco Rigidframe Motor. 
delivers 480 to 990 gal- 
lons per hour at 20 lbs. 
pressure from depths of 
5, to, 20. feet. Pump has 
only one moving part. 





Franchises Available Now! 

For the most valuable franchise in the industry write 
Delco Appliance Division, General’ Motors Corp., Dept. 
HA, Rochester 1, N. Y. 


For a good deal — 


DEAL WITH DELCO 


Manufacturers of famous Delco-Heat oil and 
gas fired burners, Conditionairs and boilers. 
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Snell Mfg. Co. 
Closes Books 


(Continued from page 123) 


reliable 
prices.” 
John Snell, who also oper- 
ated a grist mill, a 135-acre 
farm and reared 17 children, 
established his plant in Ware 
because water power was 
available. The plant was 
moved to Fiskdale in 1841. 
When Parker purchased 
Snell, Dwight E. Priest, Par- 
ker president, became presi- 
cent of Snell. John Z. Buck- 
ley, treasurer and general 
manager of Parker, became 


quality and fair 





A pioneer hardware manu- 


facturing company comes 
to an end as H. Eugene 
Simmerer, assistant treas- 
urer, closes the Snell cash 
receipts book. 





treasurer and clerk of Snell. 
H. Eugene Simmerer, assis- 
tant treasurer of Parker, be- 
came assistant treasurer of 
Snell. 


Petty To Head Sales of 
Schick Electric Shavers 

Orville A. Petty has been 
advanced to the post of gen- 


eral sales manager of 
Schick Inc., manufacturers 





/~ 


ORVILLE A, PETTY 


of the Schick electric shavers. 
Mr. Petty joined Schick in 
1952, as Eastern sales man- 


ager. In 1953, he was ad- 
vanced to field sales man- 
ager. 


Michael J. Butler, eastern 
district manager, has 
been named to Mr. Petty’s 
former post of field sales 
manager. Mr. Butler has 
been with Schick for the 
past six years, starting as a 
junior salesman in Seattle. 
He was made Eastern dis- 
trict sales manager last year. 


sales 





Thirteen past presidents of the Hardware Boosters were 
honored guests at the annual meeting held June 10 in New 
York City. Certificates of appreciation were presented each 
past president present, or forwarded to families or firms 


of past presidents who have passed away. 


In the photo, 


l. to r., are new and retiring officers and some of the past 


presidents: W. H. 


Kemp, Yale & Towne Mfg. Co.; A. C. 


Flamman, Hughes, Flamman & Simpson; H. A. McGavin, 
John H. Graham & Co., 2nd vice-president; R. C. Schmidt, 
Stanley Tools; K. A. Heale,s, HARDWARE AGE; Stanton 


132 


News of the Trade 





Continental Screw Names 
Ladetto Vice President 
Victor Ladetto, sales man- 


ager of Continental Screw 
Co., New Bedford, Mass., has 





VICTOR LADETTO 


been elected vice-president 
and sales manager of the 
firm. 


Mr. Ladetto has been with 
Continental Screw for 30 
years, the last five as sales 
manager. 


Hamilton Mfg. Corp. 
Realigns Sales Staff 


Hamilton Mfg. Corp., Co- 
lumbus, Ind., manufacturer of 
Cosco metal household prod- 
ucts, has announced several 
sales staff realignments. 

Al Mulford has been pro- 
moted to regional sales man- 
ager for Northern New Jer- 
sey, South Carolina and 
Central Pennsylvania. 

Harlan Kroeger has been 
named sales representative 


Hardware Boosters Honor Past Presidents At Annual Meeting 


for the District of Culumbia, 
Western Maryland, West Vir. 
ginia, Virginia, and North 
and South Carolina. He re. 
placed John Hoy, who was 
transferred to the Pittsburgh 
area. 

John Hoy, transferred to 
Pittsburgh, will represent the 
company in Western Penn- 
sylvania and Eastern Ohio. 
He replaces Robert Johnston, 
who recently resigned to ac- 
cept a position with Felix 
Half & Co., a Pittsburgh 
distributor for Cosco. 

Joseph Buscemi, formerly 
toy buyer at Namm Loeser’s, 


3rooklyn, N. Y., joins the 
Special Sales Div. as sales 
representative for Boston, 


Washington, D. C., and Pitts- 
burgh. 


F. C. May Celebrates 
20th Year With Company 


Francis P. May, vice-pres- 
ident of May Hardware Co., 
wholesalers of Washington, 
D. C., celebrated his 20th 
year with the firm on July 2. 

A dinner was held for Mr. 
May and other members of 
the company’s Twenty Year 
Club in the Louis Seize 
Room of the Shoreham 
Hotel, Washington, D. C. 


B. G. Pratt Co. Moves 


B. G. Pratt Co., Hacken- 
sack, N. J., manufacturer 
of garden insecticides, has 
moved its plant and offices to 
204 21st Ave., Paterson, N.J. 


: 


Appell, Louis W. Appell Co., retiring treasurer; R. S. Wat- 
son, Stanley Tools; I. Fischman, Atlantic Hdwe. & Supply 
Corp., Ist vice-president; W. W. White, Gasstrom-White & 
Co., retiring president; J. H. Taylor, Stanley Works, presi- 
dent; R. J. Duncanson, Richards-Wilcox Mfg. Co.; K. B. 
Guy, Stanley Works, secretary; E. W. Erickson, Ek Hdwe. 
Co.; Harry Fox, Star Expansion Bolt Co.; E. P. Grosnick, 
The Carborundum Co., treasurer; William Wolfe, United 
States Grinding Wheel Co.; Charles Pincus, Stanley Works: 
John Hires, Worth Hdwe. Co., and Fred Hinchman, retired. 
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Hardware Briefs 
(Continued from page 123) 


Harry L. Harrington. Dale 
Custer is manager and Paul 
Conners is service manager. 
In addition to refreshments 
and prize awards, entertain- 
ment was provided. Visitors 
were also given souvenirs. 
The activities were broadcast 
ever a local station. 


Pinckneyville, Ill—Gruner 
Hardware Store celebrated 
its 100th anniversary May 
21. Since its founding the 
store has been at the same 
location and in the same 
family. J. Philip Gruner is 
the present manager. 


Cleveland, O. — Steven 
Markovics has taken over 
the management of Pekoc 
Hardware & Supply Co.’s 
Builders’ Hardware Depart- 
ment. Formerly assistant 
manager of the department, 
he succeeds Henry J. Hoff- 
man who died. 


Arthur E. Mize 


Arthur E. Mize, 85, chair- 
man of the board of Blish, 
Mize & Silliman Hardware 
Co., wholesalers of Atchison, 
Kan., died July 15. He had 
been with the firm for more 
than 67 years and was active 
up to the time he became ill, 
on June 27. 

Mr. Mize’s father, Edward 
A. Mize, was one of the 
founders of the firm. The 
deceased joined Blish, Mize 
& Silliman in 1887, traveling 
the Oklahoma territory. 

From 1919 to 1949 he 
served as president of the 
company, the position now 
being held by his son, John 
H. Mize. In 1949 he was 
named chairman of the board. 
He was mayor of Atchison 
from 1926 to 1937. 


Carl Harrison 


Carl Harrison, 45, co-own- 
er with his brother and 
president of the Harrison 
Hardware Co.. Memphis, 
Tex., died July 11. 

Mr. Harrison joined the 
firm, founded by his father, 
the late Sam Harrison, upon 
completing college. 
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News of the Trade 


Janney, Semple, Hill Holds Toy Markets 








View of the Toy Market held by Janney, Semple, Hill & Co., wholesalers of Minne- 
apolis, Minn., in Janney’s North Star Bldg., Minneapolis, on June 13-15. Simultaneous 
Toy Markets were held by the firm in Chicago, Des Moines, Jowa and Omaha, Neb. 


OBITUARIES 


He was a past president of 
the Tri-State Hardware and 
Implément Association, and 
was a director in both the 
National Hardware Associa- 
tion and the National Imple- 
ment Association. Mr. Har- 
rison was serving his second 
term as mayor of Memphis. 


J. Hurst Hackett 


J. Hurst Hackett, 76, presi- 
dent of Geo. W. Hackett & 
Sons, wholesalers of Sun- 
bury, Pa., died recently. Mr. 
Hackett had celebrated his 


60th anniversary with the 
company in June of this 
year. His father the late 


George W. Hackett founded 
the East End Hardware 
Store, later known as Geo. 
W. Hackett & Sons, in 1894. 


Frank D. Maloney, Sr. 


Frank D. Maloney, Sr., 65, 
associated with George W. 
Pack Co., Elmira, N. Y., 
since 1940, died June 19. He 
and his late brother Robert 
Maloney formed a hardware 
firm in 1923. They remained 
in business for about 15 
years. 


5, 1954 


F. J. Thoben 

F. J. Thoben, 69, treasurer 
of Stratton & Terstegge Co., 
Louisville, Ky., wholesaler, 
died suddenly of a heart at- 
tack on June 24. Mr. Thoben 





F. J. THOBEN 


joined the firm as a boy, was 
bookkeeper for 15 years, and 
35 years ago was elected 
treasurer and director. 


Frederick A. Hall 


Frederick A. Hall, 45, 
treasurer and general man- 
ager of Hall and Knight 


Hardware Co., Lewiston, 
Maine, died June 29. 
Mr. Hall had been 


asso- 


ciated with Hall and Knight 
Hardware, founded by his 
grandfather, since his grad- 
uation from college. 


Thomas Wills 


Thomas Wills, 83, 
Crystal Falls, Mich., hard- 
ware dealer, died June 11. 
Mr. Wills was partner with 
Ira Odgers in the Wills 
Hardware Co., purchased in 


former 


1911. He retired from the 
business in 1946 due to ill 
health. 


Sam M. Holtsinger 


Sam M. Holtsinger, trea- 
surer of Wallace Hardware 
Co., Morristown, Tenn., died 
June 1. 

Mr. Holtsinger, one of the 
founders of Wallace Hard- 
ware, had been in the whole- 
sale hardware business in 
Morristown for 52 years. 


Charles S. Davis 

Charles S. Davis, 77, chair- 
man of the board and for- 
merly " president of Borg- 
Warner Corp., Chicago, died 
July 2. He died in Paris, 
France, while on a European 
tour with Mrs. Davis. 
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PATA 


H & R's direct-to-the-dealer policy—no 
middle men — gives you the nighest 
profit margin, quickest turnover in 
the industry! 





© where U.S. M-1 Garand Rifles are made. = 


Send for 
latest complete 
catalogue 

and price list, 


320 Park Ave. 


Worcester 10, 
Massachusetts 





HARRINGTON & RICHARDSON, 












TRUE SPINNING REEL 
WT. 9 072. 





USLAN "S00" IN RETRIEVE POSITION 


ABSOLUTELY (VO ii. 


line snagging! — 
knuckle scuffing! 
New design pickup conforms with spool 
circumference during cast and retrieve. 


FEATURES ¢@ Quickly removable spool remains stationary 

during cast and retrieve. Capacity, 225 yds. 4 Ib. monofila 

ment or equivalent. @ Cross wind for easy, smooth, long casts 

@ Smooth, positive drag, easily adjustable. @ Push-push anti 

reverse button located for instant action. @ Improved gearing 

with oscillating pinion, providing greater tooth engagement anc 
' quieter operation. 


QUALITY MATERIALS o¢ Die-cast aluminum alloy 
housing and spool. @ Chrome-hardened alloy pickup. @ Other 
parts stainless steel and tough nylon. @ Attractive, durable and 


USLAN S00" IN CAST POSITION corrosion resistant finish. 


Sag 


PRICED FOR VOLUME SALE ¢ Standard dis. | 


counts. Distributed through jobbers. 


PROVED BY EXPERTS AND NOVICES UNDER 
ALL FISHING CONDITIONS 


USLAN INCORPORATED 
® SPRING VALLEY, NEW YORK 


See us in Booth 430 at National Fishing Tackle Show 
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.. Meyer is active in duties at 








CHRISTINE A. MEYER, 
who recently retired as 
cashier of Masback, Inc., 
New York City wholesale 
hardware company after 
50 years of service, was 
first employed as a bill 
clerk, by Robert J. Mas- 
back. She was the first em- 
ployee of the company to 
serve a half century. Miss 


the Chapel of the Interces- 
sion, in New York. She en- 


joys an occasional game of bridge’ but her favorite 
hobbies are travel by air and water. Miss Meyer 
was recently tendered a dinner attended by 130 of 
her associates. 


MRS..BESSIE M. 
SPARKS, owner of Sparks 
Hardware Co., “The Place 
That ‘Sparkles,” Loveland, 
Ohio, has become a living 
tradition in her commu- 
nity, for both she and the 
business mark their 50th 
year of seryice. Plumbers 
and electricians visiting 
the store for the first time 
are still being surprised 
when Mrs. Sparks pro- 
duces the right union, tee 
or fixture. Since her husband, the late William H. 
Sparks, continued his plumbing. and tinning line 
when the store was opened in 1904, he left the 
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retail division of the business to Mrs. Sparks. Her 
knowledge of china, kitchen accessories and toys 
is great and the store’s extensive displays of 
household and gift items are all personally se- 
jected by her. In 1913, the store lost nearly all of 
its merchandise in a flood that swirled through 
the streets and kept the family marooned in its 
apartment over the store for two days and three 
nights. Mrs. Sparks does the bookkeeping and 
some selling. Her son-in-law, Raymond Bunnell, is 
her assistant and manager. Her son, William, had 
been connected with the business until 1942 when 
he went into Naval ordnance work. Mrs. Sparks 
celebrated her 75th birthday on June 1. 


DAN F. SEARIGHT who 
started work with The 
Walter Tips Co., Austin, 
Texas wholesale hardware 
firm, as a 16-year-old of- 
fice boy, on June 21, 1904, 
and advanced to the presi- 
dency four years ago, 
marked his 50th anniver- 
sary with the company on 
June 21. He was the third 
successive president of the 
97-year-old company with 
a 50-year record of contin- 
uous service. Mr. Searight went on the road in 
1912 as a salesman. Twenty-four years later he 
was named buyer of the hardware division. He has 
been a director of the company since 1927 and also 
served as secretary and vice-president. 


ARTHUR SOUTHALL, 
vice-president of Sanders 
Hardware, well-known 
Boston hardware company, 
completed 50 years of ser- 
vice on July 9. Mr. South- 
all, who was brought to 
this country by his parents 
at the age of three, started 
work with the hardware 
firm at 14, traveling 24 
miles a day by bicycle dur- 
ing the first two years of 
work. His starting salary 
was $4 per week. After serving as errand boy he 
was made driver of the horse drawn delivery truck. 
Mr. Southall has been active in church work and 
has been a tenor soloist in Greenwood Memorial 
Church for 40 years. He is a trustee of the Dor- 
chester Y.M.C.A. and is a 32nd Degree Mason. He 
only recently took up golf but scores in the low 
80’s quite regularly. He resides at 5 Longwood 
Road, Milton, and has a summer home in Bradford, 
N. H. His son, Arthur Jr., is sales manager of the 
Sanders Co. He observed his 64th birthday on 
May 17. 
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Profitable Sales 


“po IT YOURSELF 
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WE -SHORK 


HEAVY DUTY 


Safety EXTENSION CORD SETS 
with built-in Mounting Plate 
A Complete Wiring Kit For Home Use 


New, bakelite mounting plate quickly fastens to 
baseboard, work bench, wall, etc., to provide ad- 
ditional safety electric outlets at low cost—with- 
out breaking through walls. A natural for sales 
to home owners and apartment dwellers. 6, 9, 12, 

and 15-foot lengths with heavy-duty cord. 


\4 Brown or Ivory. 
~\ : : 
ae Visit us at the National Hardware Show 
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NO-SHOK SURFACE 
OUTLET with BUILT- 
IN MOUNTING PLATE. 
The only Safety Surface 
Outlet. Easily attached to 
any stendard U. L. ap- 
proved wire. Provides ex- 
tra outlets from preseat 
wiring system. 


Get YOUR Share of this 
steady Stock up 
and display NO-SHOK 
NOW! ORDER TODAY! 


BELL 


ELECTRIC COMPANY 
1844 W. 21st ST., CHICAGO 8, ILL. 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 
its credit purchases quite as much 
as considered normal for the month. 
Stocks of unsold goods held by 


businessmen continued to decline 
in June, the report notes. But, it 
adds, the reduction was smaller 


than during any month since last 


October, when businessmen in gen- 
eral decided their inventories were 
too great and began to reduce. 

Manufacturers’ sales at the start 
of summer were larger than their 
new orders, and the backlog of un- 
filled orders continued to decline, 
the report says. 


Consumers’ Financial Position Improved 
Slightly Last Year; 50% Had Higher Income 


American consumers came out 
of 1953 with their cash position in 
pretty good shape, as compared 


with 1952, says the Federal Re- 
serve System after an extensive 
survey. 


It found people had more money 
last year than in 1952, while prices 
changed little; holdings of liquid 
assets—Government bonds, check- 
ing and savings accounts and the 


like—increased but so did con- 
sumer debt. 
The Reserve published these 


findings on “the financial position 
and commitments of consumers” as 
the third and final part of a con- 
sumer finances survey. Earlier 
parts of the study, worked out with 
the University of Michigan, came 
out this Spring. Consumers were 
interviewed in the early part of 
1954. 

Looking at income before taxes, 
the Reserve found nearly half of 
all “consumer spending units”— 
generally families—reported high- 
er incomes last year than in 1952, 
while one-fifth showed lower in- 
comes. Overall, however, the in- 
crease in incomes was smaller than 
between 1951 and 1952, the survey 
notes. About one-third of all 
households had incomes of $5000 
or more in 1953, another third had 
incomes between $3000 and $5000. 

The Federal Reserve said 74 pct 
of all consumer spending units 
owned liquid assets in early 1954, 
compared with 71 pct a year ear- 
lier. The increase was due chiefly 
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to more people in the $5000 income 
bracket owning assets. After add- 
ing up all holdings, the system 
said the mid-point was $350 this 
year, compared with $300 last year. 

Consumer debt, which includes 
all personal debt but business and 
mortgage debt and charge account, 
increased, but less than it did in 
1952, it is found. 


Industrial Output 
Index Satisfactory 


Industrial production in June 
was the same as in May after sea- 
sonal adjustment, reports the Fed- 
eral Reserve Board. 

The June figure, both seasonally 
adjusted and unadjusted, stood at 
124 of the 1947-49 average. 

The announcement, says the 
board, indicates: 

1. Even stronger evidence than 
before that the decline in business 
has been halted, but, 

2. The earlier indications of the 
actual upturn may have been pre- 
mature. 

The production index is probably 
the most reliable indicator of the 
state of the economy. The June 
figure of 124 compares with the 
peak of 137 reached last summer. 
It also compared favorably with 
125 reached in March and April. 
According to the index, there had 
been little change in over-all out- 
put through the first half of this 
year. 


Federal Firearms Act 
Interpretations Given 

Telescopic rifle sights, fastening 
tools for setting studs and anchors 
in masonry or metal by means of 
a blank cartridge, and traps which 
fire a plastic cartridge are not sub- 
ject to the Federal Firearms A¢t, 
the Internal Revenue Service has 
ruled. 

Telescopic sights have been de- 
clared an accessory to a firearm, 
and therefore may be imported, 
sold and mailed without a license 
There is no excise tax on these 
sights, IRS says. 

Fastening tools using blank 
cartridges may also be sold with- 
out a license, as may traps which 
fire plastic cartridges, if they are 
not capable of firing projectiles, 
revenue officials declare. 





May Hardware Sales 
Highest This Year 


May hardware 
mates were estimated 
million, the highest 
been this year. This brought 
the total for the first five 
months to $983 million, slightly 
behind the like periods of the 
last two years. 

These sales estimates of the 
Dept. of Commerce are unad- 
justed for seasonal variations. 

After seasonal adjustment 
the estimates were: May 1954, 
$217 million; April 1954, $215 
million and May 1953, $218 
million. 

The Dept. of Commerce es- 
timates, seasonally unadjusted, 
follow: 


sales esti- 
at $229 
they’ve 


(millions of dollars) 











1954 1953 1952 

January .... 165 166 166 
February .... 172 167 170 
Marvel .....<. 196 200 190 
eee 221 219 229 
RS 229 +4234 ~= 244 
5 months .... 983 986 999 
OS ere Bet 232 233 
ee iia 236 214 
eer ae 228 216 
September... ... 231 224 
October ..... = 256 233 
November ... ... 237 219 
December ... ... 297 290 
2,703 2,628 
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2’s where the Rapidayton Shall 
roves itself to you! 











Booming sales of this new Rapidayton prove}that it's 
everybody happy. The user gets more water forhis dotlar, You abt fe fast: 
selling jet pumps and systems that are quality-btuliali@est 5 ” 
you get lowest prices. Only $98.75 retail* for the omplete sys 
Get facts from your wholesaler on 5 “package” syster = i 
tank systems, 3 “pump only” models. A full line with full imate: ious, 


Bb A Ad 4 _. THE DAYTON PUMP & MFG. COMPANY 


Dayton 1, Ohio 


*F.O. i factory retail price for 44 h.p. “package” system with 13-gallon tank 
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PROFITABLY PRICED 
TO SELL THE 
DO-IT-YOURSELF MARKET 


Gn anenenenenenanananenel 






PORTABLE 
HACK SAW 
ATTACHMENT 


Fits 4" electric hand drill 
Rugged, durable construc- 
tion. Fast action, saws 
metal, wood and plastic 
All around tool. Housing 
of quality Aluminum alloy 
casting. Long-wearing 
drive shaft shank, com, 
drive shaft roller and pin 
Priced for attractive profit! 


retan 15.95 


JIG SAW 
AND FILING 
ATTACHMENT FOR 
DRILL PRESSES 


een ett See | 


Exclusive DURA-TOOL 
product gives unusval per- 
formance at low-cost 
Ideal for workshop, indus- 
trial plant, garages 
Quality built. Holds high- 
speed hack saw blade or 
Swiss file Fasy conversion. 


retain 18.50 


( Deon Tan: 


a 


4 


PORTABLE 
CIRCULAR SAW ATTACHMENT 
Popular for home workshop and hobbyist. 
Saws soft or hard woods up to |” thick. Not 
a toy ... outstanding performer. Fits 4” elec- 
tric hand drill 






RETAIL 
950 « 


Dealers write 
today for New Lit- 
erature on complete 
DURA-TOOL line! 


Interesting Territories 
Open to Aggressive Jobbers 
tote per tetera 


The name DURA-TOOL will be seen in 
important consumer magazine advertising! 


Dura-TOOL 





a BROS. MFG. CO., Plymouth, Ind. 
eR, a on 
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| Water Systems Market May Again Attain 
$100-Million Mark; Non-Farm Area Fertile 





Sales of electric water systems 
to farmers and non-farm home 
owners living beyond reach of mu- 
nicipal water mains are currently 
running virtually neck and neck 
with what they were a year ago, 
the industry’s third highest vol- 
ume year. 

“The industry is moving along 
at full speed without any serious 
economic stumbling blocks on the 
sales horizon. If we continue at the 
present rate of selling, we should 
have little difficulty in achieving 
another near $100 million volume 
year in 1954,” reports Herbert C. 
Angster, executive secretary and 
director of the National Associa- 
tion of Domestic and Farm Pump 
Manufacturers. 

Mr. Angster gave a large mea- 
sure of credit to the association’s 
promotional program. The corner- 
stone of that program is the an- 
nual National Water Systems 
Month in May (see HARDWARE, 
AGE, April 1, p. 71). 

The basic theme — “‘plenty of 
water, plenty of pressure with a 
modern electric water system”— 





Sears Stores Using 
New Credit System 


A new credit system, which 
may be adopted by all Sears, 
Roebuck & Co. stores, is being 
put into effect in the company’s 
two San Francisco stores. 

Joseph E. Francoeur, group 
manager of Sears, explains that 
the system, known as Sears re- 
volving credit plan, is intended 
to speed up service to charge 
customers by eliminating a trip 
to the credit office each time a 
charge purchase is made. 

The customer, under’ the 
plan, will establish his own 
credit limitation by indicating 
the amount of monthly pay- 
ment he wishes to make. This 
figure will be multiplied by six 
to determine his total credit 
limit. The customer can make 


charge purchases simply by 
presenting an __ identification 
card supplied him when he 


opens the account. 











will be continued in the 1955 pro. 
motion, with a shift in emphasis 
from the farm to the non-farm 
rural and replacement markets, 

The farm market for electric 
water systems is relatively static, 
That is, being well over three. 
fifths sold, its ultimate limits are 
well within sight. 

On the other hand, the non-farm 
rural market—home owners who 
have no access to municipal water 
service and therefore must put in 
their own water systems — has 
scarcely been tapped. Sixty-five pct 
of the total estimated market for 
new installations is in this cate- 
gory of prospects, while only 25 
pct is in the farm field. 

The remaining 10 pct of the mar- 
ket is represented by commercial 
prospects—industries which have 
decentralized with a move to rural 
areas, summer camps, motels, and 
the like. 

The replacement market poten- 
tial is estimated at 1,220,000 in- 
stallations during the next five 
years. These are new systems re- 
quired to replace worn out sys- 
tems, or those which no longer 
have adequate capacity in the 
light of stepped-up water needs 
for modern appliance - regulated 
living—installations made between 
10 and 15 years ago. 


Personal Income Up 
Reversing Long Trend 


Personal income in May in- 
creased slightly over April because 
of the first increase in wage and 
salary payments since the reces- 
sion began last summer, says the 
Commerce Dept. 

The May figure shows total per- 
sonal income at an annual rate, sea- 
sonally adjusted, of $285.2 billion, 
compared with $284.0 billion in 
April and $287.5 billion at the peak 
in July, 1953. 

The increase in wage and salary 
income—by far the biggest com- 
ponent of the total—was extremely 
small, but the significant point is 
that it reversed a steady decline 
which began in August, 1953. The 
wage and salary component shows 
an annual rate of $194.5 billion in 
May, compared with $194.3 billion 
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"NCW 


Sational cash 


po 


register! 





Pays for itself with money it saves! 


Faster, better customer service... more money- 
making information. National’s new “‘51”’ has 
features never before combined on a cash 
register—to benefit merchants, customers 
and employees. New speed! New ease! 
New simplicity! New quietness, beauty! 
Easier operator training! 

New key action—easiest 


ever! 


light-touch 
Electrified 
motor bar to press! Electrified Total Key 


no levers to pull! Multiple-item sales are 


department keys—no 


mechanically totaled—saves mental effort 
and time, stops mistakes. Due to the “‘eye- 
angle” register top, the customer sees more 


easily each price as it is recorded and the 


total. Large figures are seen from greater 


distances, wider angles. This “‘publicity”’ is 
the basic protection of a cash register. * 

Store owner gets better control, more 
money-making information...has a 
locked-in detailed sales journal . . . knows 
up-to-the-minute total sales and number 
of customers in each department. . . can 
quickly figure profit or loss and operating 
percentages by departments . . . has better 
inventory control... gets other daily in- 
formation he needs. 

Your nearby National representative will 
gladly show you how this new National can 
save you money and give you money- 
making information. 


*Same information printed on customer's receipt. 


Customers see each 
price...and the total 
...at the top of the 
register. 





STORE NAME 
PRINTED HERE 


105 1 Jul % 


a~O2491 


—r- 01.961 


_h— 05980 


8 10.430 
_— 


yYOuR RECcErT 
THANK YOU 


Customer's 
‘take-home 
proof” of 
accuracy. 


*TRADE MARK REG. U.S. PAT. OFF. 


Wattonal 
CASH REGISTERS + ADDING MACHINES 
ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


949 OFFICES IN 94 COUNTRIES 
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the NEW 


Curb-Marking = 
Drivefinder as’ 


Needed by 
Millions of 
Home-Owners 


Self- Selling 


Newest, most attractive, most sales-making unit ever 
offered to mark driveways. Saves lawns, saves tires, 
eliminates short-cutting. Double barrel-shaped head 
carrying two red and two green reflectors in each 
head. Corrosion-resistant satin chrome finish. Two 
models—Model 100 DRIVEFINDER, includes 8” high 
base and anchoring stakes for driving into ground. 
Two units in display box. List $4.95 per pair. Model 
200 DRIVEFINDER, without base. Heads threaded to 
fit any length pipe desired (not furnished), two units 
in display box. List $2.95 per pair. 

ATTRACTIVE DISPLAY BOX. Order DRIVEFINDER now! 

CARTRUCK PRODUCTS CORPORATION 
3243 West 33rd Street Cleveland 9, Ohio 















STOCKED 
FOR 
SUDDEN 
DARKNESS 


The Hurricane-storm season soon will be 
here. Wires down—lights out—trees 
uprooted—all without warning. Don't 
be caught short—DIETZ LANTERNS sell 


out fast when emergencies come. 


R.E. DIETZ COMPANY 
SYRACUSE 1, N.Y. F 


ORDER THRU YOUR FAVORITE JOBBER 
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in April and $202.4 billion at the 
July peak. 

The Council of Economic Ad- 
visers, one day before the income 
report was issued, estimated dis- 
posable personal income, personal 
income less taxes, was at the rate 
of $249.3 billion in the second quar- 
ter—down only a shade from the 
peak rate of $249.8 billion in the 
second quarter last year. It has 
fallen much less than personal in- 
come chiefly because of the Janu- 
ary tax cuts. 


| Non-Strikers Must 





} 


Remain Loyal 


Employees who continue to work 


| while their place of employment is 


picketed, but who cooperate with 
the pickets by discouraging cus- 
tomers from buying, may lawfully 
discharged for “disloyal 
duct,” the National Labor 
tions Board rules. 

In a finding on a complaint by 
a union against Montgomery Ward, 
the board finds that an employee 
“cannot work and strike at the 
same time he cannot collect 
wages for his employment and at 
the same time engage in activities 
to injure or destroy his employer’s 


be con- 


Rela- 


business.’ 





Power Tool Market 
Expected to Expand 

Increasing emphasis on indus- 
trial maintenance in the next 10 
years should contribute a “rela- 
tively stable market” for inex- 
pensive power tools, says F. P. 
Maxwell, vice-president of Delta 
Power Tool division of Rockwell 
Manufacturing Co. 

He estimates that mainte- 
nance will reach $22 billion an- 
nually by 1964 — or double to- 
day’s figure. 











|New Color TV Tube 


Radio Corp. of America reports 
it has come up with a new and im- 
proved 21-inch TV picture 
tube with a viewing area of 250 


color 


' square inches, about the same as 


that of a 21-inch black and white 
set. The company says it will show 
the new tube Sept. 15. 


Businesses Urged 

To Salvage Containers 

To prevent a shortage of the 
container grades of wastepaper, 
including old 


corrugated and 
solid fibre boxes, the Eastern 
Conservation Committee of the 


Wastepaper Consuming Industries 
today urged retail and wholesale 
merchants and other business and 
industrial concerns to save and 
sell used boxes and containers, 
Mill inventories of these grades 
of wastepaper, said the Commit- 


tee, are at the lowest point in 
more than four years, and a 
shortage of old boxes and con- 
tainers during the Summer 
months would possibly limit the 
supply of paperboard for the 
packing and shipment of food, 


clothing and other goods for early 
Fall shipments. 

Recent price increases for used 
boxes and acceptable 
to the consuming mills make the 
salvaging of this grade of paper- 
stock attractive to both the mer- 


containers 


chant who sells to the wastepaper 


dealer and to the packer and 


dealer who supplies the consumer. 


Sees Air Conditioning 
Industry 'Shakeout' 


The booming air conditioning in- 
dustry beginning to enter « 
shakeout period, says Matthew M. 
Lawler, vice-president of Worth- 
ington Corp. in charge of air-con- 
ditioning and refrigeration. 

Mr. Lawler says the “shakeout” 
is being caused by many new pro- 
ducers vieing for markets—a situa- 
tion that has led to over-production 
and price-cutting. He also blames 
the abnormally cool summer and 
spring for sluggish air-conditioner 
sales. 


is 


Gas Water Heater 
Shipments Higher 

Highest shipments of automatic 
gas water heaters in 38 months are 
reported for June by the Gas Ap 
pliance Manufacturers Association. 


The industry shipped 208,400 units 
in June and exceeded every month’s 
total since March, 1951, and were 
18.5 pet above the 175,000 units 
shipped in June, 1953. 
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increased Vacation 
Travel This Year 


Market for vacation and leisure- 
time goods and accessories is ex- 
ceptionally good this year as 
liberalized vacation and _ time-off 
policies are adopted by more and 
more employers. 

Increasing the potential for this 
market over the past decade, Gov- 
ernment officials say, are rising 
wages and growing savings. Some 
60 million persons are expected to 
take vacations this summer, and 
travel will run about 10 pct higher 
than 1953. 

Another indication is the na- 
tion’s motorcourt industry—now 
numbering 59,000—is expanding at 
the rate of about 2000 a year. 


Slight Rise Recorded 
In Unemployment 

The Labor Dept. reports that a 
June survey of 149 major employ- 
ment and production centers show- 
ed area joblessness was “only frac- 
tionally higher” than last spring. 

Widespread employment gains 
in non-manufacturing activity, the 
department says, “reduced labor 
surpluses in some of the nation’s 
major labor market areas and 
largely offset manufacturing em- 
ployment losses in a number of 
other areas.” 

The Bureau of Employment Se- 
curity says interviews with sur- 
veyed employers “pointed to em- 
ployment gains in two-fifths of the 
149 major areas.” 


Diversion of Duck Stamp 
Funds is Protested 


Congress should halt diversion 
of duck stamp funds or repeal the 
law under which the stamps are 
sold, Seth Gordon, Director of the 
California Department of Fish 
and Game told a House Interior 
subcommittee recently. 

Gordon complained that $34 mil- 
lion has been spent so far out of 


duck stamp funds—for which 
about 220,000 duck hunters an- 
nually pay $2 each—and only 


$6,492,375 of this went into pur- 
chase of waterfowl management 
areas, the purpose for which he 
said the law was passed. 
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| Speaking of 


RUGGED CHESTS... 






























. .. did you know that UNION makes the only 
complete line of Tool Chests and Full-Drawn 
Tackle Boxes available from one source? And did 
you know that the UNION line offers all of the 
wanted features and a wide range of 
styles, sizes and prices to meet 
practically every customer 
requirement? 


JOBBERS 
DEALERS 


Write for catalogs and 
prices covering the 
complete UNION line. 






t. 
UNION sreti cues CORPSgati 


LE ROY, NEW YORK 










WATCH FOR 
THE ALL NEW 
RODS FOR’55 


PELOCKEASE ' 
Graphited LOCK FLUID | 


For year-round lock main- 
tenance and best protection 
against sticking — rust - 
freezing. 4-0z. “Drop or «| 
’ Stream” can, 39c. Order from 
your jobber. | 


Ago) 





YOU'LL SEE 'EM AT 
THE CHICAGO SHOW 
AUGUST 8 TO 13 % 
BOOTH 464 * American Crease Stick Co. 














S Muskegon, Michigan 

O53 PRODUCTS 

PREMAX PRODUCTS#M: aus? ee ce ae | 
Lubricant in two sizes cand | 


DIVISION CHISHOLM-RYDER CO., INC. 39c: AMERICAN 1Dripless Oil in 
79¢. 


ah 4-02. oiler, 2 





5401 HIGHLAND AVE., NIAGARA FALLS, N. Y. 





















the “Perfect Cap” 


for Chimneys, Flues, Ventilators 


ELIMINATES DRAFT TROUBLES 
Caused by downdrafts, backdrafts, pilot 


blowouts, condensation. Acts as spark 
arrester. Creates even stack temperature. 
Improves combustion and cuts fuel costs. 
Will not freeze shut or soot up. Field 
tested four years in all kinds of weather, 
in every part of the country, with all types 
of units. Improved features give long 
life. Available in galvanized steel or 
aluminum in all popular stack sizes. 
Sell DRAFT KING on new and old equip- 
ment installations. Improves appearance 
and efficiency of chimneys or ventilators. 
Eliminates need for tall flues and dan- 
gerous guy wires. 

Contact your favorite Distributor, 
or write to: 


A. R. WOOD MFG. CO. 








Strataflo....Att..... 
POSITION 


Cannot leak. 
Sensitive in operation. 
For cold or hot water 

or steam. 200 lbs. 
pressure. Seven sizes. 


Write for Bulletin 302. 


Order from 
your Jobber 






STRATAFLO PRODUCTS, INC. 
FORT WAYNE 1, INDIANA 


muBox HA 97, LUVERNE, MINNESOTAsm= 













Consamer Mailers 


New Wholesalers’ Aids for Dealers’ Use 


Oklahoma Hardware 
Issues New Circular 


A Summer broadside, prepared 
and printed in the plant of the 
Oklahoma Hardware Co., whole- 
sale firm of Oklahoma City, has 
been distributed to dealers. 

The 8-page circular, measuring 
10 by 15 in., and printed in yellow 
and brown, carries a coupon offer 


Ve 0, s 
ee Bo ett sien 


and Sporting Goods 



































of a $1.50 canister set for 69 cents. 
A Rubbermaid plate scraper is also 
offered free to the first 200 women 
to attend a dealer’s sales event. 

The wholesale ‘firm also fur- 
nished a store display kit to enable 
the dealer to make a complete tie- 
in with the distribution of the 
circulars. 


Hibbard's Christmas 
Toy Catalog Issued 


More than 180 toys are shown 
and described in the Toy Parade 
consumer circular of Hibbard, 
Spencer, Bartlett & Co., Evanston, 
Ill., wholesale hardware firm. 

It is expected that about 1,- 
500,000 copies will be distributed 
by toy and hardware stores, break- 
ing last year’s mark by about 
500,000. Hibbard’s has also made 
available a complete kit, including 


window banners, double pennants, 
window and counter cards cover- 
ing each item. Dealers have been 
ordering from the display of 1954 
toys in the auditorium of the com- 
pany at 2201 W. Howard S&t., 
Evanston. 


Janney Fall Sale 
Circulars Distributed 

A multi-colored consumer broad- 
side, offering ‘‘Fall Value Days” 
merchandise has been shipped by 
Janney, Semple, Hill & Co., Minne- 





apolis wholesale hardware firm, to 
dealers for use in late September 
or early October. 

A two-page insert is devoted to 
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Model 200A LANTERN shown at right is the most popular all-purpose 
outdoor light on the market. Compact, lightweight, sturdy. Lights 
instantly. 8 to 10 hours lighting service from one filling. Floodlights 





100-ft. area. Fine stand-by equipment for emergency uses. Easily at- 
tached Coleman REFLECTOR (small illustration at right) makes it a 
high-power spotlight that is quick to sell at extra profit. 


Model 220E (left) is a big, powerful 2-mantle lantern equally good 
for outings, nighttime fatm chores and emergency use. 


Model 228E (right) same Model 220E, but with wide reflector top. 

















Model 413E shown at left is the fastest selling stove 
of its kind. Streamlined with rounded corners. 
Lights instantly. Cooks like a city gas range. High- 
power, easily regulated burners. Folds up and car- 
ries like a suitcase. Folding High Stand brings stove 
up to comfortable cooking height and is an added 
sales feature that means extra profit. 





















SPEEDMASTER Portable Stove (right) a 
great little one-burner stove for quick, clean 
gas cooking and heating at home or away. 
Light weight; fine for pack-in trips. 


Model 426B Camp Stove (right) is stream- 
lined 3-burner stove with extra large cook- 
ing space. Model 425B, 2-burner, is slightly 
smaller than Model 413E shown above. 














This new Coleman “Outing Pal” is a sensational seller—going like 
wild-fire. Strong and sturdy. Sets up in a jiffy. 28-in. square top; 
26% in. high. Folds into streamlined carrying case 
with legs and stools inside and extra space for other 
equipment. Lots of utility uses in the home—a card 
table, sewing table, play table for the children, 
Rubber feet protect rugs and floors. 
The Coleman Company, Inc., Wichita 1, Kansas 








@ Folding stools 
extra—have removable, wash- 
able canvas seats. 
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McGill ‘‘CANT MISS”’ 


SPRING 
THIS 
ON EM! 


Today For 
Complete 
Information 


McGILL METAL PRODUCTS CO. 


MARENGO - ILLINOIS 











weather 
sales 





CHILL-IT canned refrigerant is 
ringing up hot weather sales rec- 
ords. The ‘‘cool’’ blue can has a 
natural attraction for customers 
that means extra sales, larger 
profits. 


CHILL-IT freezes in any refrig- 
erator... stays frozen for hours. 
One quart equals 15 Ibs. of ice. 
For picnic baskets, lunch boxes. 
Quart and 8-ounce cans. 


Nationally advertised. 
Attractive discounts. 


SPECO, Inc. 


7308 ASSOCIATE AVENUE 








CLEVELAND 9, OHIO 
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Janney Best paints and varnishes. 

A coupon offer is on a three- 
piece sauce pan set, regularly sold 
at $1.45, at a special price of 89 
cents. More than 100 items are de- 
scribed and illustrated. 

Copies of the new September 
and Christmas broadsides and a 
toy insert and consumer toy cata- 
log were shown to hardware re- 
tailers and buyers who attended 
four Janney Toy and Gift Markets 
which were held simultaneously, 
June 13 to 15, in Minneapolis, Chi- 
cago, Des Moines and Omaha. 

In addition to a basie list of 
best selling toys, the Minneapolis 
wholesale company displayed over 


2250 toy items. 


Late Toy Buying May 
Hurt Year's Volume 

Sales of toys, which have climbed 
each year for 15 years, will de- 
cline in 1954, predicts Melvin 
Freud, president of the Toy Guid- 
ance Council. The late and cauti- 
ous buying by retailers will cause 
a dip in sales volume, he says. 

Mr. Freud predicts the $900 mil- 
lion retail volume of 1953 will be 
cut by 3 to 5 pet. The consumer 
demand for toys probably will 
show the same 10 pct increase it 
has for the past few years, but 
limited supplies of popular items 
will restrict volume, he contends. 

The tight supply will develop be- 
manufacturers refuse to 
carry heavy inventories when re- 
tailers are not buying, Mr. Freud 
reports. 

He says cautious ordering has 
induced Christmas 
year—which left some 


cause 


been by ‘slow 
sales last 
carryovers. 

The do-it-yourself trend has be- 
come the most important influence 
in the toy field today, Mr. Freud 
says. Producers have made many 
items that the child can build. New 
playthings in the category include 
a replica of the White House, many 
sports car kits, ranch-type houses 
and an “atomic-powered” — sub- 
marine. 

Interest in space fiction appears 
to be ebbing, Mr. Freud says. Very 
few new toys have been introduced 
in this field. Cowboy playthings 
are expected to remain popular and 
the demand for Indian items is 
gaining. 


Record Building 
Expected to Continue 

High rates of activity in con- 
struction contract awards for com- 
mercial buildings, single - family 
homes, and schools, were among 
the outstanding trends in the first 
half of 1954, according to a mid- 
year review by Dr. George Cline 
Smith, economist for F. W. Dodge 
Corp. 

Dr. Smith stated that contract 
awards thus far this year assure a 
high rate of payroll and purchase 
in the enormous construction in- 
dustry for at least the remainder 
of 1954. 

Since construction contract 
awards precede actual construc- 
tion, Dr. Smith said, “the record 
levels of awards during the first 
half of 1954 indicate that con- 
struction activity during the re- 
mainder of the year, at least, will 
be at very high levels. 

“This will be reflected directly 
in construction employment and 
payrolls and in sales and _ ship- 
ments of construction materials. 
Indirectly, the effect will spread 
through other fields of activity as 
a powerful upward force, since 
this 35-billion-dollar-a-year indus- 
try is one of the mainstays of the 
national economy.” 

Dodge previously announced 
that its first-half total of contract 
awards reported was 17 pct ahead 
of the corresponding total for 
1953; an all-time high for a first 
half. 


Senate Urges Local 
Ice Box Legislation 

The Senate, by-passing two bills 
which would have banned the sale 
of refrigerating units not equipped 
with a latch easily opened from the 
inside, urges State and local gov- 
ernments to act to prevent dis- 
carded “ice boxes” from becoming 
death traps for small children. 

Among the local laws lauded by 
the Senators were those requiring 
that doors be removed before such 
equipment is discarded. In many 
localities where such laws are lack- 
ing, hardware dealers and appli- 
ance dealers through a local busi- 
ness organization offer to remove 
doors free of charge as a public 
relations program. 
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Gob Uboad 


make 


EXTRA 
PROFITS 


with these 
special, 
hot selling 





that give you 


Ekco’s Dynamic National Advertising 
Pre-Sells These Ekco “Regulars’’ for You 


Season in, season out—year after year 
—Ekco’s powerful national advertising 
campaigns on radio and TV, in news- 
papers and magazines across the nation 
work for you—sell these and other reg- 
ular items for you! Only Ekco spends 
as much to advertise, to promote, to sell 
—nothing but housewares! Youll sell 
more, sell it faster, and make more— 
when you feature EKCO and FLINT 
... the greatest names in housewares! 


Place Your Order Now for These 
big EKCO ‘‘BONUS BUNDLES’’! 


Remember—you make your regular 
profit on all the items—plus the gener- 
ous “Bonus Profit”! Direct accounts 
must order a minimum of 12 of any 
individual item in Bonus Bundles. 
Hurry! Place your order before August 
31, 1954. 


EKCO. .. the greatest name in housewares! 


Ekco Products Company, 1949 N. Cicero Avenue 
Chicago 39, Illinois 
Also available in Canada by Ekco Products Company 
(Canada) Ltd., Toronto 
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BONUS 
BUNDLE 


BONUS BUNDLES 








the EKCO SALES WAGON mr. Retailer! 



















a best seller! 
26-Pe. Stainless 
“Keepsake” 

Tableware Set 


Ries 
3 at regular cos 
pe regulor oy Get 
for only $4.89 - - 
ane 98.15: or 51% profit 
on the bonus set! 


Order #87268 








lor 
5 at reg” 
ae profit. et 
A = fit a the bonus $ 
9 rofi 
sainiia order #19008 


\ BONus 
_\ BUNDLE 






a best seller! 
-Pc. Stainless 
aneeiad Garden” 
Tableware Set 
rar. 
3 at regular cos 
va regular profit. eo 
for only $4.80 .-- ~ 
$5.15, oF 51% profit on 


t! 
bonus s¢ ester #86268 
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Ahir 


LAWN MOWERS 


BLAIR Homestead 
16” or 18” cut 


Also available: BLAIR Reel and Ro- 
tary Power Mowers, and a complete 
line of fine hand mowers. 

If it’s made by BLAIR, the qual- 
ity’s there. 


BLAIR MANUFACTURING CO. 
Telephone 2-7449 
Springfield 7, Mass. 














for Big Spring Sales 


| PATIO 
GARDEN Big Summer Sales 
Year Round 
BELLS Gift Sic | 


L <4 
WITH THIS BELL YOU CAN make every 
outdoor meal a festive occasion; call 
guests to the outdoor grill, call the 
children. It's a real ‘Come and Get It" 
Bell; a real ‘Chow Down" Bell; a Barbe. 
cue Bell that's a must for every outdoor 
party. 


This Big 46-inch solid brass bell is highly 
polished, lacquered and packaged in 
an attractive display box. Suggested 
retail price is $6.49. (Higher in West.) 
Bells are individually packaged, fully 
assembled with “Good Luck" horseshoe 
bracket attached. Send for additional 
information NOW! 









BEVIN BROS. MFG. CO. 
EAST HAMPTON, CONN. 
Sales Agent 
JOHN H. GRAHAM & CO. INC, 
105 Duone St., New York 8, N. Y. 
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Promotions 


Manufacturers’ New Merchandising Plans 


Master Lock Ads 
In Consumer Magazines 


Master Lock Co., Milwaukee, has 
announced that it has increased 
its 1954 advertising budget 150 pct 
to acquaint consumers with the 
multiple use of padlocks. 

The added funds will be used in 
the last six months of the year for 
insertions in Saturday Evening 
Post, Look, Popular Mechanics, 
This Week, Field & Stream, Ebony, 
Boys’ Life and Farm Journal. 

Cartoon-style ads will stress the 
many uses of padlocks for the au- 
dience each magazine reaches. 


New Service Manual 
On Outboard Motors 


Johnson Motors has released a 
new 520-page service manual, 
available to any authorized John- 
son Sea-Horse Dealer. While it is 
called a manual, it doubles as an 
instructional textbook for two- 
cycle outboard engines. 

The new manual covers such 
topics as magnetos, carburetion, 
power heads, lower units, clear- 
ances, and photos of basic Sea- 
Horse models. Instructions are 
given for the repair of every basic 
motor that the company has built 
since its origin in 1921. 

It has been estimated that some 
4 million outboard motors are in 
use today and the number is in- 
creasing by several hundred thou- 
sand each year. 


| Evans Offers Free 


Tapes to All Dealers 
Evans & Co., Elizabeth, N. J., 
is offering free to every hardware 
dealer in the country a new King- 
Size pocket “White Tape.” 
Letters announcing this free 
offer have been sent to some 
33,000 hardware dealers. To take 
advantage of the offer, the dealer 
fills out an enclosed card and re- 


turns it, postage prepaid, to 
Evans. 
John J. Evans, president, in 


explaining the thinking behind 
the $50,000 give-away, states that 
the company is so confident that 
once a dealer has the tape in his 
hands to examine and compare, 
he will want to stock the item. 


New Chart Shows 
Features of Ranges 

The American Gas Association 
has released the 1954 edition of 
its “Special Features of Current 
Gas Ranges,” a compact chart of 
recent gas range developments 
currently being produced by 43 
manufacturers. 

The handy chart groups the 
ranges’ special features in eight 
categories: type, size, color other 
than white, top section, broiler 
section, oven section, 
range sections (new this 
and additional features. 

A code indicates the 
features pertaining to each brand 
name. Names and addresses of 
manufacturers are listed for con- 
venience in inquiring about in- 
formation not contained in the 
chart. 

Copies of the chart can be ob- 
tained from the American 
Association, 420 Lexington Ave., 
New York 17, N. Y. 


recessed 
year), 


special 


Gas 


Space Heater Promotion 
Offered by Coleman 

A gift offer of a $12.95 value 
plaid all-wool robe will feature 
the annual nationwide “Comfort 
Sale” promotion of oil- and gas- 
fired space heaters, to be staged 
Sept. 1 to Oct. 15 by the Coleman 
Co., Wichita, Kan. 

The robe comes in a waterproof 
carrying case which can be in- 
flated and used as a cushion when 
the robe is removed. The _ robe 
and case will be given free with 
each heater retailing at $79.95 or 
more, 

The promotion will be sparked 
by a strong cooperative program, 
including newspaper advertising, 
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Theres Money In Mattin 








U.S. CORRUGATED RIBBED MATTING U.S. GEOMETRIC ROLL MATTING U.S. STAIR TREADS 


made by U.S. RUBBER 


U.S. Matting sells so well because there is no FOR EVERY DECORATIVE SCHEME. These 
end to the list of its advantages. Selling “U.S.” =mats can be made in colors and patterns to 
means profit to you, profit to your customers. harmonize with any surroundings. They can be 
made to liven an otherwise plain setting or to 


A NECESSITY FOR SAFETY AND SANITA- 
TION. Easy-to-clean surface, keeps dirt and 
moisture from being tracked through building. YWALUABLE AS ADVERTISING. In custom- 
Comfortable, noiseless to walk on. made U.S. Royalite® Perforated Corrugated 
FOR EVERY TYPE OF INDUSTRY. U.S. Mat- Mats, lettering, emblems or trade marks can 
ting is available specifically designed for the be faithfully reproduced in rich colors. Your 
job in hand. For example, matting for the meat _ identification will be seen for the entire life of 
packing industry is made of neoprene, to with- _ the mat. For full information about U.S. Mat- 
stand fats and greases. ting, write to address below. 


blend in with a colorful background. 


“U.S.” Research perfects it. 
“U.S.” Production builds it. 
U.S. Industry depends on it. 


UNITED STATES RUBBER COMPANY 
MECHANICAL GOODS DIVISION - ROCKEFELLER CENTER, NEW YORK 20, N.Y. 


Hose « Belting « Expansion Joints « Rubber-to-metal Products « Oil Field Specialties « Plastic Pipe and Fittings * Grinding Wheels + Packings «+ 1 apes 
Molded and Extruded Rubber and Plastic Products « Protective Linings and Coatings « Conductive Rubber + Adhesives + Roll Coverings « Mats and Matting 
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REFILLABLE direct mail. 
FASTENER ASSORTMENT Special display material also LITTLE DANDY 


NO. AS 954 has been prepared for dealer use. | BRUSH 


\ radio transcriptions, television 
Sharon's 10K and movie films, billboards and E & J Fast Movers 3 
ALUMINUM SCREWS ia 






KIT 


Full Vision Plastic Cover 


Keeps brushes clean . 


Wisconsin Dealer Wins 
Westinghouse Contest 





PS woes eee - ready for use. Holds" 4 h Type & Woll 
First prize of $1,000 went to brushes. Gruch holding of- ee Se 
KE. C. Karstedt of the Reineman | | tachment and cover can 
“ i ag be transferred to any 
Hardware Co., Burlington, Wis., clean standard |-gal. |i- 
- : , quid can in | min. No 
in the recent Westinghouse Lamp | cleaning necessary. 








The contest was conducted in 


Division dealer display contest. PAINT SHIELDS 
j Piont Boxes * 3 









| connection with Westinghouse’s PERFECT 
| steak knife premium program, in FOR CLEANER 
Answers the Growing | which lamp customers could ob- PAINT JOBS 
Demond of the Bis | tain a set of six steak knives for 2 sizes 
Do- -1s-Yourself Market! $1 and the front panel from a | Small OR no een 
7 3-bulb carton of Westinghouse sates dhtee 
3/4" x HI 





lamps. Although contest experts 


a a on predicted some 300 or 400 entries, | SCREEN 
Sesteners incleding weed screws, more than 2,700 Westinghouse | PAINTERS 
machine screws, sheet metal lamp dealers built special dis- 

screws and hex nuts. plays and entered the contest. 2 eer _ 

ASK YOUR JOBBER OR WRITE US en 0 ee oe 
screen. For a cleaner, 


Shanme Gel and Sheu Co Rain Goods Makers | decor tub. 
| 


DEPARTMENT IN ITSELF ! 








Charged by F.T.C. E. & J. ENTERPRISES, Inc. be 


ss 682 Bloomfield Ave., Verona, N. J. 

Twenty makers of rain gutters | 
and other drainage equipment 
= have been charged by the Federal REPLACEMENT COILS 
THE TRADE CALLS Trade Commission with restrain- | for Water 


ing trade by entering into a con- 
D Y 7 ca Mo spiracy with a resultant higher Heaters 
price to hardware dealers and | . ' 
ST EE L B LU E E | roofing contractors. Single, Double, 
— 7 FTC alleges that the companies, Triple, Multi- 
; = under an agreement between man- rll 
i a ufacturers, sell their products to | 
el Birr as other manufacturers, jobbers, and DORMONT Mfg. Co. j3is,hisr st, 


dealers at different discounts for 


202-216 PURCHASE ST BOSTON 10 MASS 





| 
































Dies and each class of customers. Further, 
prices of the items sold by the foot - 
differ in the different zones, while Bewildered ? ? 
= | so-called accessories—elbows, fun- . then read.... 
nels, hangers—are sold at uniform WASHINGTON NEWS 
delivered prices identical through- AND VIEWS on page 10 


out the country. 
The government contended that 
the firms represent a majority of 


of this issue. Here are ac- 
curate, authentic, easy-to- 


t 1 Steel Blue 
sh DYKEM OIE . ; tan ort 
{ OE a the rain-goods industry and have | understand reports on the 
| power to control the prices at latest developments in 
Popular package 8-oz. can fitted with oe me . . | i i 
akelite cap holding soft-hair brush = which rain goods are sold. Washington affecting 
ero © le ee ae All delivered prices are quoted hardware dealers. This 
ace ready for layout ina few minutes. ; * . 
The dark blue background makes the 3 | from a so-called Central Zone, the helpful feature in each 
scribed lines show up in sharp relief, i “i ‘ 
prevents metal glare. Increases effi- complaint alleged with the result | issue is another reason 
oe eee that customers outside that zone HARD RE AGE 
at cus rs outside at zone 
Write for full intormation why WA A 
THE DYKEM COMPANY | are unable to save money by pur- is the No. 1 choice of 
j p act rs os 
Estoblished 1920 | chasing from manufacturers closer | hardware dealers through- 
23058 North 11th St. © St. Levis 6, Me. | to their store. out the nation. 











| (Resume reading on page 15) 
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Cemetery Vose 
Bouquet Holder 





Portable Picnic Snock Toter 











| 


Garden or Household Tool Holders 





Push Type & Woll Mount How Reels 











Piont Boxes * 3 Complete Lines 


Seed Storter & Al. Violet Troys All Steel Watering Cons 








Hose Hangers * 2 Complete Lines 

















Selt Attaching Window Shelf Top-0-Stove Boke Ali 






Portoble 
Picnic Relrigerotors = Thrgugh your wholesale distributor or write direct 






NOW AVAILABLE 
Send for Your Copy 


109-135 MEEKER AVE 


NEWARK SN J 


a 
| COLUMBUS PLASTIC PRODUCTS, INC. =—— 








WHAT'S NEW? 


Turn to pages 107-108 of this 
issue. The Quick Check Card 
properly filled out will bring 
you quickly the details on 
new products that interest 


you. 


T'S QUICK—IT'S FREE 
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More women will buy this 


oLustno: Wane Dispenser 


For WAX PAPER * PAPER TOWELS and FOIL 





It Matches 
Over 125 Other 
GUARANTEED 
Lustro-Ware Items 


This fast-selling dispenser is typical of the utility and point-of- 
purchase appeal of Lustro-Ware — styled for handy use. . . 
color-keyed for kitchen glamour. Housewives love its sparkling 
beauty . . . budget price . . . Guaranteed Good Housekeeping 
approved quality. Nationally advertised and tops for turn 
over. You'll profit from its high mark-up — many hard-selling, 
FREE sales aids, too! Feature this dispenser along with the 


complete line of Lustro-Ware 
RQ" 
=> 7 


women want to brighten their 
a 
oListno Wane} 


kitchen life. Check your sup- 
plier for catalog and prices, or +f 
write: S 






» a> 
Guaranteed by w 
Good Housekeeping 
207 at 


Columbus, Ohio 






45 anveanisto 1 


UP Sales and Profits 
in Tinware with 
nationally advertised 


MOULI LINE 








W orld 


famous 


MOULI 
GRATER 


Watch your stock 
Order from your jobber 
today! $100 





MOULI 


MANUFACTURING CORPORATION 


BR 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words........... 
Each additional word........... 
Positions Wanted 
Rate) set solid, maximum, 


(Special 
50 words 
Each additional word........... 5 
Allow Seven Words for Keyed Address 
or Your Address 





BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N. Y. 


CLASSIFIED ADVERTISING RATES 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers unless accompanied by 
sufficient postage for remailing. 


No ageacy commission allowed. 


HARDWARE AGE Is published every other 
Thursday. Classified forms close |5 days 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, not currency or 
stamps. 











Representatives Wanted | 


Representatives Wanted 


Representatives Wanted 





SALESMAN WANTED TO CARRY LINE 
of Cabinet Hardware for established tirm, straight 
commission, state areas now covering, no objection 





to nen-conflicting lines. Address: Box B-942, care 
of Harpw ake AGE, 100 East 42nd St., New York 
i, 

AGENTS WANTED who can ‘sell the. best 


galvanized strainer funnel on the market to hard 
ware, mill supply, oil burner supply, and house 
wares trades. State references, territory covered, 
lines handled, etc. Address: Box B-948, 
Harpwake Ace, 100 East 42nd Street, New York 
17, N. Y 

WELL KNOWN PAINT-LACQUER-REMOV- 
ER-VARNISH manufacturer seeks salesmen call 
mg on hardware and paint stores and/or jobbers 
in Brooklyn, Long Island, Bronx, Westchester, 
New York State, New Jersey and Connecticut. 
Excellent sideline, high commission and expenses 
Address: Box B-925, care of Harpware AGez, 100 
East 42 nd St., New York 17, N. Y 








MANUFACTURERS’ REPRESENTATIVES 


FOR PROFESSIONAL glue highly-rated in 
woodworking and plastics industry now offered 
first time in Handy Pack for do-it-yourself mar 
ket. Ideal for man calling on both hardware 
and lumber dealers (sporting goods, hobby shops 
good outlets too). Write Box B-932, care of 
Harpware AGe, 100 East 42nd Street, New York 
17,N. ¥ 





EXCLUSIVE PROTECTED 


OPEN ON nationally advertised Mak-O Washer 
to agents calling on hardware distributors, dealers 
and plumbing supply houses. Unique demonstra 


tion sells eight out of ten on first call. Excellent 
for opening new accounts and high volume re 
peat business. Address: Box A-870, care of Harp 
wake Ace, 100 East 42nd Street, New York 17, 
N 

SALE SMEN CALLING ON RETAIL HARD 
WARE Stores or places, where Imported Wood 
Screws, Stove Bolts, Twist Drills, Builders’ 
Hardware and other items could be sold. Good 
opportunity to increase your income 
new business by offering the best products at low 
prices. Commission basis. Good territories are 
open. Address: Box B-781, care of HArpware AGE, 
190 East 42nd St., New York 7, a. ¥ 








REPRESENTATIVES WANTED — Estab- 
lished Manufacturers’ Representatives wanted to 
cover Michigan, Indiana, Kentucky, Tennessee, 
Kansas, Arkansas, to represent Brass Manufac 
turer of Sink and Lavatory Faucets, Bath and 
Shower Fixtures, Tubular “P’ and “S’”’ Traps 
and Tubular Supplies, Gate and Globe Valves 
State type of trade called on, references, and all 
details. Address: Box B-914, care of HARDWARE 
Ace, 100 East 42nd Street, New York 17, N. Y. 





COMMISSIOON SALESMEN WANTED IN 
THE following territories: Western Pennsylvania; 
Baltimore, Washington and Virginia; New En- 
gland area. Calling on lumber yards, mason sup- 
ply, and paint stores to handle the most competi- 
tive line of tubular steel scaffold on the market 
Protected —, Address: Box B-938, care of 
Harpware AGe, 100 East 42nd St., New 
wn. F 





SALES PLUMBING 


| AND N 


York 


SPECIALTIES to sell | 


Plumbing & Heating Specialties and Supplies for | 


established New York firm, exclusive oretety. 
Commission, Replies confidential. Akron Supply 
Co., Inc., 216 Grand Street, Brooklyn, N. Y. 


150 


and develop | 


care of | 


TERRITORIES 


N. 


HARDWARE WHOLESALER — SPECIAL- 


IZED IN HAND tools has several territories 
open. Line can also be handled in conjunction 
with other non-conflicting items. Established ac- 
counts. Our salesmen receive full benefit of ex 
tensive mail order campaigns, Address: Box 
B-929, care of Harpware Ace, 100 East 42nd 
Street, New _York 7. = 





MANUFACTURER'’S REPRESENTATIVE 
EXCLUSIVELY FOR NEW YORK CITY— 
Strong, daily concentration on one volume item 
(or limited line) for all classes of chains, jobbers, 
etc. Firm must be rated, reputable. Territory 
must be on an exclusive basis. Have 15 years 
experience, college-trained, highest personal quali- 
tieations. Address: Box B-937, care of HARDWARE 
Ace, 100 East 42nd Street, 


SALESMEN COVERING 
PAINT AND building supplies to sell Libbey- 
Owens-Ford fiber-glass on commission basis, in 
metropolitan New York, Long Island and New 
Jersey areas. Address: Box B-936, care of Harp- 





HARDWARE, 


ware Ace, 100 East 42nd Street, New York 17, 
NY 

EXCLUSIVE PROTEC TED * TERRITORIES 
OPEN ON imported scythes to men calling on 
garden supply jobbers. Liberal commissions 
Write full details, total number of lines now 
carried, territory covered, references. All corre 
spondence absolutely contidential. Address: Box 


of HarDWARE 


B-924, care AGe, 100 East 42nd 
Street, New York 17, N 
COMMISSION SALESMEN WANTED 


manufacturer of mechanics, 
active commis- 


Long established 
household and garage tools desires 
sion 
hardware retail stores in Central Pennsylvania 
and also Illinois, not including Cook County. 
Exclusive territories. Address: Box B-928, 
IHTarDWaRE AGE, 100 East 42nd Street, New York 
Lie Fe 3 





‘SALESM AN W. ANTE Dp” —Long established 
(1919) cordage house seeks men now calling on 
Retail or Wholesale Hardware Houses, Dept. 
Stores, Food Chains, Sash Cord, 
Rope. Commission, Address: Box B-920, care of 
ae Ace, 100 East 42nd Street, New York 
7 N.Y 

MANUFACTURER OF STEEL ASSORT 
MENTS FOR HARDWARE & BUILDERS— 
Supply stores need representation (to call on seb 
bers only) in N. Y., Vt., R. I., Wash., D. C. 
Va., W. Va, H.C. &. €. Teas, Ab, Mich.. 
Miss. & Ga. Our Products add up to big ticket 
sales quick. Address: Box B-933, care of Harp- 
WARE AcE, 100 East 42nd Street, New York 17, 





New York 17, N. Y. | 


| dress: 


sales representatives having clientele among | 


care of | 


Clotheslines, | 


SALES REPRESENTATIVE WANTED IN | 


NORTH CENTRAL, CENTRAL STATES 
EW ENGLAND, large midwest organi 


zation selling packaged fasteners to hardware and 


mill supply trade. Satisfactory commission ar 
rangement. In first letter tell number of men 
traveled and lines carried. Address: Box B-944, 
care o 100 East 42nd Street, 


Harpware AGe, 
New York 17, N. Y. 





IMPORTED STEEL and WIRE PRODUCTS 


Wanted by old established Belgian organization 
—sales representatives experienced in dealing with 
large steel warehouses and with a following among 
end users. Liberal profit sharing arrangement. This 
is your chance to earn more than the usual commis- 
sion. Replies confidential. 


Address Box 8-889, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 

















REPRESENTATIVES WANTED 
Manufacturer of air rifle shot, steel 
copper coated BB’s wants representa- 
tion. Most territories open. 


Address Box B-851, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











MANUFACTURER OF PROVEN LINE OF 

OUTDOOR LANTERNS has territories open 
for representatives calling on dealers in the elec- 
trical, hardware, building supply, garden supply 
and department store trades. State references, 
territory covered, lines handled, etc. Address: 
Box B-947, care of Harpware AGE, 100 East 
42nd Street, New York 17, N. 
REPRESENT ATIVES 
calling on builders’ hardwares, contract hardware 
houses and wholesale hardwares with complete 
line of bathroom accessories. Exclusive territories 
open. State lines now handled and territory cov- 
ered. Address: Box B-926, care of Harp Mey 
AGE E, 100 East 42nd Street, New York 17, N 


SAL ESMAN WANTED PROMINENT 
PAINT BRUSH manufacturer has cpen terri- 
tories for successful sales producers. Prefer men 





MANUFACTURERS’ 





now calling on paint, hardware, lumber dealers 
and industrials, Established territories. Will con- 
sider side line man or manufacturer’s agent. Ad- 


Care of Harpwace AGe, 100 


New York 17, N. Y 


Box B-910. 
East 42nd Street, 





Accounts Wanted 








Complete Regular Coverage 
OF 


Hardware — Food — Drug Trade 
IN MINNESOTA — NORTH DAKOTA — 
SOUTH DAKOTA — WEST. WISCONSIN 
BY OUR 15 MAN SALES STAFF 
Can Handle a Few Additional 
Selected Volume Accounts 


SMITH FLEMMING INC. 
Merchandise Brokers 
301 North 7th Street Minneapolis 3, Minnesota 











CHICAGO, ILLINOIS. Four man sales or 
ganization needs additional line. Office and ware 
house, amply financed, excellent coverage. Greater 
( *hicago area building materials, general hardware 
Seek strong line needing development. You de 
liver the goods, we will give you volume. Write: 
Warren J. Doyle, 4135 N. Western Avenue; 
Chicago 18, Illinois. 


LONG ESTABLISHED MANUFACTUR- 
ERS’ AGENT wants good hard line for sales 
to manufacturers, wholesale hardware and chains. 
We now sell Western Auto, Prefer bolt and nut 
or similar but will consider other. Two man 
coverage Missouri and Kansas. Address: Box 
B-946, care of Harpware AGE, 100 East 42nd 
Street, New York 17, N. Y 
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Classified Opportunities Section 





Accounts Wanted 


| 


Ac 


counts Wanted 


Positions Wanted 





ATTENTION MANUFACTURERS! NEED 
REPRESENTATION IN KANSAS, MIS- 
SOURI, NEBRASKA AND IOWA! Outstand- 
ing salesman, available this fall, interested in 
contacting hardware and building material manu- 
facturers needing distribution and volume in this 
area. Will concentrate efforts on two, possibly 
three, non-conflicting lines only and work the 
jobbing and distributing trade, together with a 
few selected dealer outlets, thoroughly. Head 


Manufacturer's 


quarters: Kansas City, Missouri. 

Representative basis—protected territory. Fully 
qualitied and capable of doing an outstanding 
sales job. University graduate with fifteen years’ 
experience as a salesman and sales manager in 
this territory. Confidential information available 
on request. Address: Box B-930, care of Harp- 
Ww < AcE, 100 East 42nd Street, New York 17, 
N 





MANUFACTURERS AGENT: Have 29 years’ 
experience in sales and sales management. Am 
interested in Hardware, Building and Garden 
Supply products to jobbers and volume buyers in 





Wisconsin, Minnesota and Iowa. Excellent refer- 
ences. Address: Box B-943, care of HARDWARE 
Act, 100 East 42nd Street, New York 17, N. Y 

ACCOUNTS WANTED — SOUTHEASTERN 


MANUFACTURERS’ REPRESENTATIVE de- 
sires an additional line. Complete personal cover- 
age of hardware and appliance distributors in the 
Carolinas, Georgia, Florida, Alabama and Ten- 
Good following established. Full informa- 
tion and references furnished upon receipt of 
inquiry. Address: Box B-918, care of HARDWARE 
Ace, 100 East 42nd Street, New York 17, N. Y 


nessee. 





EXPERIENCED SALESMAN now selling to 
retail hardware, houseware and dept. stores in 
Illinois and Indiana, desires to represent manu- 
facturer with additional lines, to be sold direct 
to retailer, Excellent following. Further informa- 
tion upon request. Address: Box B-923, care of 
?—eF AGE, 100 East 42nd Street, New York 
ya. ¥ 








NEED WESTERN SALES? 


California Sales Organization Provides 
© Complete Market Coverage 
® Sales Promotional Activity 
@ Trade Show Participation 
® Display—Warehouse Facilities 
ANKENY AGENCY Ph.: Ariz. 93153 
sia viaeoe Ave. Los Angeles 24, Calif. 











AGENT SELLING THE RETAIL HARD- 
WARE and allied trades can offer manufacturer 
valuable sales service in Washington, D. C., and 
areas who cater to or would like to cater to this 
trade Write: A. C. Smith, 2312 Ashboro Drive. 
Chevy Chase 15, Md. 


DELAWARE VALLEY REPRESENTATIVE 
NOW HANDLING line of cotter pins, taper 
pins, lock washers would consider additional fast- 
ener items, Intelligent coverage of wholesalers, 
industrial and railroad accounts, Address: Box 
B-921, care of Harpware AGE, 
Street, New York 17, N. Y 


ACCOUNTS WANTED: By long established 
manufacturer's agents, ample capital, good steady 
business producers; hand tools, power tools, build- 
ers hardware, galvanized ware, wire cloth, metal 
lath, general builders supply and hardware lines. 
Post Office Box 3318, South Highland Station, 
Birmingham, Ala. 





MICHIGAN AND NORTHERN 
WHOLESALE accounts served in hardware, 
electrical, plumbing and mill supply fields. We 
do quantity billing on two quality lines and will 
add only one more. Mechanical and electrical 
equipment our specialty, Address: Box B-941, 
care of Harpware Ace, 100 East 42nd Street, 
New York a N. ; 


OHIO 
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100 East 42nd 








Covering all 
aggressive se 


York, Philad 


Inquiries 





REPRESENTATIVES 


established actively operating branch offices in New 


We will carry the account or you can bill direct. 
invited. 
Wood Street, 


classes of jobbers. Can render reliable, 
rvice. We are national distributors with 


elphia, Detroit, Cleveland and Louisville. 


Write 
Pittsburgh 22, 


ANCO Corporation, 7 











ESTABLISHED REPRESENTATIVES CON 


NECTED WiTH ONE QUALITY LINE FOR 
15 years can now handle one additional Major 
line. Two men personally covering Eastern Penn 
sylvania, Delaware, Maryland, Washington and 
Southern New Jersey. We know the Hardware 
and Industrial Jobbers and have their confidence 
Address: Box B-9)9, care of HARDWARE AGeE, 100 


East 42nd St 


reet, New York 17, N. Y. 





ATTENTION 
YORK CITY 


MANUFACTURERS NEW 


sales representatives with following 


among the leading chain store syndicates hardware 


& household 


jobbers since 1924 would like to hear 





from a reliable manufacturer. Can give full 

time. Address Box B-708, care of Harpware AGE, 

100 East 42nd Street, New York 17, N. Y. 
AGENT COVERING W. Pa., Ohio, Ww. Vv V; a.. 


calling on He 
ing jobbers, 

warehouse if 
request. 
AGE, 


Address: 
100 East 42nd Street, 


lwe. Mill Supply Electrical & Plumb 
desires established line. Can possibly 
item not too bulky. References upon 
Box B-935, care of HARDWARE 
New York 17, N. Y 





Help Wanted 





NUTS, SCREWS, BOLTS, TERRIFIC DEAL. 


5% COMMISSION PLUS substantial profit- 
sharing percentage. Earnings can reach 10%. 
Extremely competitively-priced line. Shipments 


from stock. Domestic or 


Hex, Square 


cap, set. Socket: 
hanger, washers. 


St., 


Jackson 


uropean material. Nuts: 
wing. Slotted screws: machine, wood, 
set, cap. Bolts: carriage, machine, 
R. H. ‘:. — te 35-36 76 


Heights, L. I., DE 5-7355. 





Internat 


We are 
of 35 and 
additional 


national 
salesmen. 


aggressive 


high earn 


profit whe 
lished. 

Address 

100 East 





NATIONAL SALES MANAGER 


with AAA-|! 
long active in automotive field, forming 
separate hardware division. 


who can hire 


This is an outstanding opportunity for an 
build a profitable and secure future with 


will be on the basis of salary with an 
override on sales or a percentage of 


HARDWARE 


ional manufacturing distributor 
Dun and Bradstreet rating, 


looking for a man between ages 
50 qualified to help us develop 
items for hardware trade ond 
train and supervise a large 


selling organization of direct 


ambitious sales executive to 


ing possibilities. Remuneration 


n the division is properly estab- 


Box 945, care of HARDWARE AGE 
42nd Street, New York 17, W. Y. 











Positions Wanted 





| TRAINED BY 
BARTLETT. 


successfu] sel 
married with 


Drill Co., Athol, 


HIBBARD, SPENCER, 

In office, plant, retail and 5 years 
ling on the road. Age 33, American, 
family, college. Leaving Union Twist 
Mass. Experience as a jobber 


salesman, dealer salesman and factory representa- 


tive. Will travel, 
Present income $7,500.00. 
Address: 


Box 


would relocate. Prefer Chicago.. 
Resume on request. 
Illinois. 


952, Lake Forrest, 


| “Home Garbage 





| middle-aged, 





} tem, 





| prices; 


Address: P. 


with 
line, 


thoroughly experienced, 
of the industry. Supply 
background, very active, re 
sales promotion, direct mail 
and designing the 
wholesale 
with pro 
care ot 


New York 


Hardware man, 
extensive knowledge 
college 
successful in 
advertising, capable of planning 
set-up of stockrooms and warehouses, 
and retail, desires responsible position 
gressive firm Address Box B-917, 
Harpwake AGE, 100 East 42nd Street, 
17, N 


liable, 


ELEC- 


whole 





HARDWARE, HOUSEWARES AND 
TRICAL SALESMAN—Experienced in 
sale and retail levels. Desire to travel for a 
progressive manufacturers’ representative, calling 
on both retailer and wholesaler. Can travel East 
ern Ohio and Western Pennsylvania. Would re 
locate if necessary, Family man—-Age 34. Now 
traveling for wholesaler. Address: Box B-927, 
care of Harpware Ace, 100 East 42nd Street, 
New York 17, N. Y. 








CATALOG & PRICE BOOK MAN, 15 years’ 
experience wholesale hardware & housewares—com 
piling salesmen, warehouse, dealer & consumer 
catalogs, Thorough knowledge of all duplicating & 
printing processes.—Capable to set up entire sys- 
organize dept, indoctrinate your office staff. 
books brought up to date. Fee basis, 
in the U. S. Address: Box B-888, care 
Ace, 100 East 42nd Street, New 


Obsolete 
anywhere 
of Harpware 
York 17, N. Y 


NORWALK, 


—Retail store, 
retail and wholesale, 


CONNECTICUT OR VICINITY 
as manager, 28 years’ experience, 
hardware, house furnishings 


Full knowledge builders’ hardware, tools, both 
electric and hand, plumbing and electrical sup 
plies. Expert locksmith and repairman, Address 


Harpware Ace, 100 East 


wrk 17, N. ¥ 


Box B-939, 
42nd Street, 


care of 
New Y« 


SEEKING 


POSITION WITH HARDWARE 
CONCERN; Wholesale, retail or manufacturing, 
in New York or New Jersey. 8 years’ experience 


buying and selling with manufacturers of 
bolts, 


inside 
hardware items and fastening devices (nuts, 


screws). Past two years in supervisory capacity 
Dependable, conscientious, family man, Address: 
Box B-934, care of Harpware AGE, 100 East 
42nd Street, New York 17, N. Y 

I HAD BEEN CONNECTED with a _ Lock 
Manufacturing concern for the past 37 years 
and have made many life long friends amongst 
the Hardware trade, in and around the Metro 
politan area of New York. Would like to repre 


sent a Manufacturer in the Padlock field or one 


that Manufactures both Locks and Padlocks 
Would work on a commission setup. Address 
Box B-818, care of Harpware Ace, 100 East 
42nd Street, New York 17, N. Y 





Business Opportunities 





ROOMS, Garden Supplies, 
well established; no cut rate 
lines, plumbing, elec 
trical, paints, etc.; nicely equipped store; $35,000 
stock; store 38x80; warehouse, garden salesroom; 
4 room suite; lot 120 x 250; eastern city, property 
included in attractive price, Write: APPLE COM 
PANY, Brokers, 1836 Euclid Avenue, Cleveland, 
Ohio 


HARDWARE 
Sales $70,000 year; 
complete hardware 


TO CONTACT 
metal products 
Unit” now 


WANT 
OF sheet 


MANUFACTURER 
to handle invention 
patent pending on 
basis or would sell outright Will send 
and specifications to party genuinely 
interested. This product would be very useful to 
every home in every city in the United States 
Address: Box B-869, care of Harpware Ace, 100 
East 42nd Street, New York 17, N. Y 


royalty 
drawings 


HARDWARE STORE FOR SALE. Located 
Harrison County, W. Va. Pop. 35,000, low 
rent, average sales volume $80,000. Ideal invest 
ment; inventory, fixtures and equipment, between 
$40,000 and $50,000. All modern equipment, clean 
stock. Reason for selling, ill health, leaving state 
O. Box 1575, Clarksburg, W. Va 


in 
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Business Opportunities 











L. A. Industrial Hardware Concern 


For Sale: Medium sized industrial hard- 
ware supply house in center of manufac- 
turing area Los Angeles. Very well estab- 
lished lines. AAAI accounts. Can be 
purchased for inventory and assets plus 
$5,000. A beautiful, clean business that is 
just right for anyone with hardware knowl- 
edge. Approximately $40,000 involved. 
Full particulars available upon request to 
interested parties who genuinely qualify. 


Address Box B-922, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y 











HARDWARE-—-EST. 1924; 30 years present 


owner, doing good business; $15,000 stock, fully 


equipped; 7-room suite; warehouse and small 
building; center of eastern town; priced with 
property. Address: APPLE COMPANY, Brokers, 


1836 Euclid Avenue, Cleveland, Ohio 





HARDWARE BUSINESS 
FOR SALE 


Established 1826, Second oldest store in Wyoming 
Valley. Doing a good business, clean stock, reasonable 
rental, can be bought at right price. Minimum 
$35,000 cash needed. Must sell. Call, write or wir 
—Lewis & Bennett Hardware Co., 4-6 N. Main St., 
Wilkes-Barre, Pa. 











PAINT-HARDWARE-HOUSEWARE—Estab 
lished 28 yrs.—-Fast Growing North Jersey. A 
golden opportunity for Young Man—Owners want 
to retire, Price—about inventory Address: Box 
B-916, care of Harpware Ace, 100 East 42nd 
Street, New York 17, N. ¥ 


BUFFALO, N. Y., Hardware jobbing business 
established as a branch needs ownership super 
vision, Many fine accounts established. Will con 
sider outright sale ($10,000) or investment as 
minority stockholder. Excellent opportunity if you 
can sell an exclusive line of hardware. Address: 
Box B-898, care of Harpware Ace, 100 East 
42nd Street, New York 17, N. Y. 





FOR SALE-—-Hardware, paint and lumber store 
in Lakeside, California. Same location 40 years 
In center of rapidly growing community. Owner 
will sell inventory and equipment and lease prem- 
ises, or sell all. Terms, Write: Trust Department, 
P. O. Box 1791, San Diego, California. 


HARDWARE AND APPLIANCE STORE 
recently expanded to include Building Materials 
and Furniture, in small fast growing lumber and 
farming community in Douglas County, Oregon. 
Three New Lumber Mills started in past year. 
Volume gross sales never under $90,000 annually. 
ery clean inventory of approximately $30,000; 
fixtures, Rental Tools, 2-ton truck and pickup, 
$7,800. Can lease or purchase buildings reason 
able. Invite complete investigation. Owner has 
it made and wishes to retire. Address: Box B-931, 
care of Harpware Ace, 100 East 42nd Street, 
New York 17, N. Y. 








SURPLUS MERCHANDISE — ASBESTOS 
MITTENS—An elbow length, heavy wool lined, 
one finger and thumb asbestos mitten. The palm, 
index finger, and face of thumb are covered with 


heat-resistant leather Ample finger freedom is 
provided. PROTECT YOUR HANDS FROM 
FIRE. Close-out price . $2.95 pr., $33.00 dz. 


pr. Write: C. D. GREENBAUM CO, INC., 
2408 Amsterdam Ave., New York City. 





WE ARE INTERESTED IN CLOSE-out or 
surplus hunting knives or pocket knives, good 
quality at a good price. Address: Houma Seed 
Co., 312 Belanger, Houma, La. 
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DO YOU WANT TO— 


Sell or buy a store 


© Represent new accounts 


© Hire experienced hardware 
personnel 


Dispose of surplus stock— 
distress inventory—job lot 
merchandise 


© Get sales representation for 
your line 


© Get a job in the hardware 
field 


THEN — 
Tell It To The Trade In The 
Classified Advertising Pages 
Of HARDWARE AGE 











Classified Ad Dept. 


HARDWARE AGE 


100 E. 42nd Street, New York 17, N. Y. 
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POPULAR PRICE 


A MARKET 


MODELS FOR ALL AGES INFORMATION 
KINGSTON PRODUCTS CORP., HDW. DIV. A-8 Kokomo, Ind. 








NO PARTS PROBLEM 


WHEN YOU 
HANDLE QUALITY 






TIPS 


STANDARD 
TYPE 
NO. 29 













alttagtecti’. 


ROTARY POWER MOWERS 







Hurricane parts 
and service are 
always available. Parts orders 
shipped from factory the day 
received! You'll satisfy more 
customers, make yourself more 
money when you sell Hurricane 
quality. 4 great nationally 
advertised Hurricane models, 
including the new self-propelled 
Hurricane Traveler. 


? 


BOMMER SPRING HINGE CO. INC. 


Moin Office & Plant: LANORUM, SOUTH CAROLINA 





Chicago Office: 180 N. Wacker Drive, Chicago 6 il 
Soles Office 
and Warehouse: 263 Classon Ave., Brooklyn 5, N. Y 


Write for full facts on the Hurricane line 





NATIONAL METAL PRODUCTS COMPANY, INC. 
Dept. HE 2722 Cherry St. Konsos City 8, Me. | 








MARSHALLTOWN TROWEL COMPANY «+ MARSHALLTOWN, IOWA 








Ay yi l WORLD’S FINEST STOVE and 
ALL-PURPOSE UTILITY MATS 


ARISTO-MATS 3 ae 


See Your Jobber or Write For Your Nearest Distributor ARISTO-MAT CO., 1718 E. 75th Street. Chicago 49 


BUILD “REPEAT” BUSINESS 


with this Lasting Reminder of YOU! 


Here’s how to hold o/d friends and add new customers with low 
cost reminder advertising! Give your customers a POCKET 
SIZE “BIRD SHOOTER’S MANUAL" .. . includes DUCKS, 
GEESE, GROUSE, PHEASANT, SNIPE, ETC. Full color illus- 
trations, identifying descriptions, flyways, 1954-55 Hunting 
g , Seasons, Game and Bag limits ... A hunter's constant reference 
y _ , manual—no other book like it! Retail value $1.00 

96 pages— Many 0 $ QUANTITY DISCOUNTS! 

full color illustrations Printed with your name and advertisement on two inside covers 
- and back cover. Your price: 500 @ 20¢ ea., 1000 @ 18¢ ea., 
Pocket Size ot is 2000 @ 17¢ ea. Larger quantities at proportionate ean 









BUSINESS 
‘BUILDER! 








ie 
“BIRD SHOOTER’S wt = BOOKHAVEN PRESS, 1118 East 8th Street, Los Angeles 21, California HA8 | 
_—s. Please send free sample and advertising details on BIRDSHOOTER’S MANUAL ! 
ie Am, SAMPLES! - - . gine emaamagaammanents 


5 
zB 
B 
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HELP WANTED—MALE 
Sales Promotion Manager 


A nationally known Manufacturer of Brass Products has an open- 
ing for a Sales Promotion Manager for line of nationally adver- 
tised hardware items. 
Manager we hire will plan program and assist field representa- 
tives to carry out program. 
Applicants with experience in sales and sales promotion work 
in Hardware field desired. A good personality and ability to 
create and develop ideas is also desirable. 
Position is permanent. Good starting salary with ever-present 
opportunities for advancement. 
Excellent company benefits. 
For appointment for interview reply with all particulars. 
Box B913, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 








AMERICA’S FASTEST SELLING 
o 


KITCHEN-CONVENIENCE LINE! 


PRM 


| atl 
. 
4 ep 


a” 
- 


a 
GILTON MFG. CORP., 145-58 ST., BKLYN, N. Y. 














| Sanwa Caulking Guns 






For Cartridge or 


Bulk Compound 
Precision made for lon lite 
and better results. © All work- 
ing parts accurately machined. 
© Extra heavy gauge barrels. © Uses all 


Sold with caulking materials—handles light oils. © Posi- 
6 tive ratchet drive. © Thre noziles—no 
LIFETIME bayonet joints to come loose. © Three popular 
GUARANTEE sizes—6'/2", 10" and 15". List prices—$6.50, 


$7.50, $8.50. Write for discounts. 
WESTERN RESERVE MFG. CO. 
3718 E. 93rd St. Cleveland 5, Ohio 














Now in Horizon Bive, 
Dove Gray, Satin remy 9 BF 


RUBBER 
rae PIONEER company 
104 TIFFIN ROAD 
WILLARD, OHIO 
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SHOPMASTER S 


NEWEST SENSATION 


ze COMBINATION 
; POWER TOOL 


4 





For Information 
4 Write Dept. 50M1 


>MASTE 


web Se eae 





in the building plan 
—for permanence 


Built-in strength and stability are inherent features of every one 





of the 300 products included in the complete National line 
The wide variety of the products assures a proper size 
and style to adequately serve the particular job ot 
hand. Strain, friction and subsequent wear 
ore carefully guarded against by the stout 
materials used and the modern mechanisms 


employed to check service fatigue 














=. 
MANUFACTURING COMPANY 


STEP ‘G Liin Cis 





1 and 2 Wheel 


A MODEL Utility 
FOR EVERY 
BOAT W rite for Discount Details ... NOW! 








ATLAS TRAILER PRODUCTS COMPANY 
660 S. Lovers Lane Rd. West Allis 14, Wis. 








Famous GREENLEE 22 Solid-Center 
Auger Bits...ideal for general woodworking re- 
quirements. “Plastic Sealed” to stay factory sharp. 


x 
GREENLEE 


Write for free GREENLEE 
Hand Tool Folder H-303 


GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 


155 














take 
less 


than 


$12750 
FOB PLANT the best 


“ERECTRO ISLAND 


Arrange movable shelves freely to form unlimited variety of 
sales producing display for all types of merchandise. 90 square 
feet of display area in only 32 square feet of floor space 
allows more space for | merchandise and is perfect for 
front island display. Let Erectro Island start your store modern- 
ization and prove to you that modern Sitka store fixtures don’t 
cost—they pay. Write for free literature and catalogue. 





. . Erectro Islands are sturdily constructed 
Representation still open of laminated plywood, trimmed with 
in some orecs. solid hardwood and finished to your 

specification in hard lacquered pastel 
colors. Size: 4 feet by 8 feet. Overall 
height 52 inches. 


STORE FIXTURE MANUFACTURING CO. ; 
50 Kansas Avenue, Kansas City, Kansas Manvioatarars, <1 Sommny , croenpe mane 2008 


Phone Mayfair 1700. DAVID LINZER & SONS, Inc. 
Division of SITKA SPRUCE LUMBER AND MANUFACTURING CO. [10-20 ASTOR PLACE, NEW YORK 3, N.Y. 


Z UD Removes RUST & STAINS all : A SELL-ON-SIGHT SENSATION! 


fom BATHTUBS SINKS: bottoms of COPPER POTS =~ SUPERIOR’S All-Steel 
TILE FLOORS « AUTO BUMPERS = METALS 9 stains SWING-OUT CABINETS 


coos Ideal for do-it-yourself workshops, ma- 
NATIONALLY ADVERTISED ak 3 = chinists, mechanics, ete. Holds. drills, 
In leading consumer publications with 89,000,000 Good aumrens coltpers, cevews, ots. Bech Sows S0t 
CIRCULATION covering 45,000 cities, towns and villages. ~~ 9 eed Ibs. each; measure 13%” high x 6” 
oLiFe SAT. EVE. POST *GOOD HOUSEKEEPING © LADIES HOME JL. wide x 3%” deep—a fast moving profit- 
THIS WEEK — © AMERICAN WEEKLY COUNTRY GENTLEMAN © BETTER HOMES & GRONS on 
oFauity CIRCLE s PARENTS MAGAZINE © FARM JOURNAL ° FAMILY WEEKLY | 6 Drawer Cabinet .. $5.26 list 
° @McCALL'S MAGAZINE © AMERICAN HOME © PROGRESSIVE FAR . - $5.96 list 
BETTER LIVING *EVERYWOMAN'S © WOMAN'S HOME COMP. © WESTERN FAMILY Fo cae ~~ gga os list 
*HOUSEHOLD SUCCESSFUL FARMING *AMERICAN FAMILY © CAPPER'S FARMER m 
# SUNSET © PATHFINDER © WEEKLY STAR FARMER © CAPPER'S WEEKLY LIBERAL DEALER DISCOUNTS 
© PARADE © CHRISTIAN SC, MON. © WEEKLY NEWSPAPERS © DAILY NEWSPAPERS Freight prepaid on 200 ibs. or more. 


STEADY YEAR ‘ROUND REORDER ITEM SUPERIOR PRESSED STEEL CO. 


TRY IT YOURSELF! ; 
FREE ZUD i i . 
SAMPLES included with merchandise 26 Lansdowne St., Cambridge 39, Mass 


SEND FOR FREE SAMPLE 
RUSTAIN PRODUCTS, 240 £. 152 St., N.Y. 51 


NATIONALLY ADVERTISED PIPOQMMES or SILENCE 3 Furniture ciives 


RUBBER CUSHIONED REGULAR PINTLE & SOCKET TYPE 


One set on a card. One set in a box. 
12 cards in a box. 12 boxes in a 2, For furniture 
Sizes 142”, 1%”, carton. Sizes — od 
16”, 1", 4” 1%”, 1%”, 14”, where casters [| 
34” ¥”, A 


3%”. 








———= 








have been used. 





Sizes: 
vase Ask your jobber. If he is not supplied, write DS 292—1%4”, DS 293—112”. 
DOMES of SILENCE Division of ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 
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